New YorK—A little more than 
year after undergoing bank- 
mMptey proceedings in federal 
Mourt, Monitor Equipment Corp. is 
ady for its comeback bid in the 
Dme appliance field with a new 
ashing machine designed as a 
Righer priced running mate for 
the economy Aerator model. 

The new washer, named the 
Prestomat, will bow June 19 at 
he Furniture Mart in Chicago, 
nd will be backed by national 
Bdvertising in women’s service 
magazines and cooperative news- 
Zmpaper promotion through a net- 
work of 48 distributors and 200 
Hepartment stores. 

National advertising backing 
the washing machine line will ap- 
pear in Family Circle, Good House- 
mkeeping, Ladies’ Home Journal, 
mParents’ Magazine and Woman’s 
Home Companion. Buchanan & Co. 
Mis handling the national schedule. 


se Monitor will spend the major 
Mportion of its advertising dollars 
min educational efforts to convince 
housewives that the Prestomat 
washes the family laundry in one- 
Shird the time of regular machines, 
and with less hot water and soap. 
The company claims that the Pres- 
fomat permits the housewife to 
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onifor Making Comeback with New 
Type of Washer; Tells Ad Plans 


do a large family wash of four big 
bundles in 25 minutes with less 
labor than required with any other 
washer. 

Department stores which agree 
to participate in Monitor’s coop- 
erative advertising program and 
to run store demonstrations will 
spearhead introduction of the Pres- 
tomat. A major problem the com- 
pany now faces is the selection of 
demonstrators to explain and pro- 
mote the Prestomat and Aerator. 


= Both the Aerator, now retailing 
for $49.95, and the Prestomat, 
priced at $169.95, were developed 
upon the principle of a circulat- 
ing stream of air, soap and water, 
which penetrates clothes and re- 
moves dirt. The absence of re- 
volving agitators beating against 
the clothes eliminates friction and 
tearing action, and is said to pre- 
serve the life of clothing. The only 
moving part in Monitor’s washing 
tank is a flat wheel encased in the 
wall of the tank to create the air 
and water current. 

Paul B. Zimmerman, executive 
vice-president of Monitor, told AA 
that there have been only three 
basic developments in home wash- 
ing history: the invention of the 

(Continued on Page 4) 


Smooth-Running Selling 
Team Will Make the Most 
of P-B’s New DM Model 


i 

4 

‘ 

By SAMUEL ROVNER 
Stamrorp, Conn.—Some $500,- 
000,000 worth of last year’s U. S. 
Dostage was metered. That was 
Toughly 36% of the total take. 

And, of all this privately—but 
Segally—printed postage, the great 
bulk was registered on Pitney- 
Bowes meters. 

This dominance of .a fast-ex- 
Pending field results primarily 
from three factors: 

1. A sensitive eye to the market 

Peand its needs. 

, 2. An integrated, highly trained 

t and well-managed sales and serv- 
ice organization. 

3. An advertising and sales pro- 
motion program that is thoroughly 
planned and carefully watched, 
and which displays some aspects 
linusual in the office equipment 
g field. 


m As the leader in the postage 
™ meter industry it created, Pitney- 
Bowes Inc. is in an almost unique 
position—as to both the kind of 
business it rums and the way it 
Tuns it. 

The company has at no time 
been a monopoly. In a business 
frequiring certain governmental 
Sanctions, it has never had a priv- 
ileged right to a market; and its 
basic patents have long since ex- 
Pired. During its 30-year history, 


iPitney-Bowes Finally 
Sights ‘Mass’ Market 


it has seen eight competitors enter 
the field, some with greater in- 
vested capital than P-B, and some 
with efficient sales organizations. 
Three are still active. Yet, none 
except Pitney-Bowes has been able 
to develop a real market. 


m The reasons are simple. To be- 
gin with, Pitney-Bowes, the first 
company to develop a truly ef- 
ficient postage meter, in effect 
originated the metered mail sys- 
tem. Secondly, it has stayed ahead 
of the field by constantly seeking 
improvements in its products. 
Finally, as the- pioneer in de- 
veloping the virgin market for 
postage meters, it has built up a 


(Continued on Page 64) 
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POSTER-TYPE—John Morrell & Co., Ot- 
tumwa, la., is inaugurating its largest ad 
campaign with this full-page color ad 
in the June 26 issue of Life. Morrell Pride 


meats will get a heavy play in all ten 
ads in the series. N. W. Ayer & Son, 


Chicago, is the agency. 


Morrell & Co. 
Opens Drive on 
Consumer Meats 


Ottumwa, Ia.—The nation’s fifth 
largest meat packer will break its 
largest national advertising cam- 
paign—and its first since 1941— 
with a four-color page in the June 
26 issue of Life. 

Copy will feature John Morrell 
& Co.’s line of Morrell Pride hams, 
bacon, canned meats and sausage. 
The poster-type ads will carry the 
head, “Morrell Pride Meats,” and 
the slogan, “made with care, sold 
with pride.” 

The company has consistently 
promoted its Red Heart dog food 
in national media over the years, 
but has not previously given its 


(Continued on Page 8) 
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Patterson Elected at 
46th AFA Convention 


Postal Rate Hike 
May Be Pushed 
Through Congress 


WaASHINGTON—Despite a deadlock 
in the Senate post office commit- 
tee, the administration’s drive for 
a postal rate increase at this ses- 
sion of Congress remained a def- 
inite threat last week. 

Though passed by the House, a 
$131,000,000 rate increase bill has 
been frozen in the Senate com- 
mittee by the committee chair- 
man, Sen. Olin Johnston (D., S. 
C.), who says there can be no 
postal action while FEPC legis- 
lation remains on the Senate cal- 
endar. 

Last week, Sen. Burnet R. May- 
bank (D., S. C.), chairman of the 
Senate’s postal appropriation sub- 
committee, said second, third and 
fourth class mail rate increases ap- 
pear to be the only solution to the 
department’s $500,000,000 a year 
deficit. 


= He told of a letter from Post- 
master General Jesse Donaldson 
reporting that further cuts in 
postal deliveries are inevitable un- 
less there are rate increases or 
larger appropriations from .the 
public treasury. 

If the Senate fails to pass the 
rate increase bill, the Postmaster 
General said, the amount by which 
the department would be required 
to retrench under the appropria- 
tion bill passed by the House last 
month would run to $394,000,000. 
“That,” he said, “wouid equal the 
entire cost of mail deliveries to 
every home in the United States.” 


Last Minute News Flashes 


First Quarter Outdoor Volume Up 10.2% over 1949 
NEw YorK—National outdoor advertising volume is up 10.2% 


for the first quarter, compared with the same period last year, 
Kerwin H. Fulton, president, Outdoor Advertising Inc., reported 
last weekend, predicting “another record-breaking year for the 
outdoor advertising industry.” National advertisers that have en- 
tered the outdoor field recently, he said, include Lever Bros., Proc- 
ter & Gamble, Philip Morris, Bird’s Eye-Snider, Vick Chemical and 
Kleenex. 


Grey Appointed to Handle Admiracion Shampoo 


NewarkK—Admiracion Laboratories division of Pharmco Inc. has 
appointed Grey Advertising Agency, New York, to handle advertising 
for Admiracion shampoo. Admiracion, recently bought by Pharmco 
from Nopco Chemical Co., was formerly serviced by A. W. Lewin Co. 


‘Eastern Breeder’ and ‘Stockman’ to Merge July 1 
WARRENTON, VA.—Hubert Phibbs, who has published the Eastern 

Breeder here since 1939 as a monthly, last Friday confirmed reports 
that he has purchased The Stockman, published monthly in Mem- 
phis by Frank Farley Sr. and Frank Farley Jr. Beginning July 1, 
the publications will be issued as the Breeder-Stockman, with a 
circulation of 25,000. Collier & Day, Chicago, has been appointed 
national advertising representative for the publication. 

(Additional News Flashes on Page 71) 

* + . . * 
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Ad Federation Hears 
Luckman, Meade, Others 
at Impressive Meeting 


Detroit—With the most work- 
manlike meeting it has held for 
many years, the Advertising Fed- 
eration of America wound up its 
46th annual conference here Fri- 
day by electing Graham Patter- 
son, publisher of Farm Journal 
and Pathfinder, 
chairman of the 
board, succeed- 
ing George S. Mc- 
Millan, vice-pres- 
ident of Bristol- 
Myers Co., who 
was reelected to 
the board. 

Ben Donaldson, 
advertising direc- 
tor, Ford Motor 
Co., was elected 
treasurer, and 
Grace Johnson, American Broad- 
casting Co., was named secretary. 
New directors elected include Hen- 
ry G. Little, Campbell-Ewald Co., 
Detroit; Vernon Brooks, national 
advertising director, Scripps-How- 
ard Newspapers, New York; Robert 


Graham Patterson 


For other news of the AFA con- 
vention see Pages 2, 68, 70 and 72. 


Gray, Esso Standard Oil Co., New 
York; and Wesley I. Nunn, Stand- 
ard Oil Co. (Indiana), Chicago. 

Reelected directors, in addition 
to Mr. McMillan, were Fairfax M. 
Cone, Foote, Cone & Belding; 
Leonard Hornbein, Famous-Barr 
Co., St. Louis; Robert S. Peare, 
General Electric Co.; and Ralph 
Smith, Duane Jones Co. 


@ Elected chairmen and _ vice- 
chairman of the men’s and wo- 
men’s advertising club councils, 
and thereby automatically vice- 
presidents of the AFA, were Ira 
E. DeJernett, Dallas agency presi- 
dent; Robert P. Anderson, Norton 
Co., Worcester, Mass.; Chester W. 
Ruth, Republic Steel Corp., Cleve- 
land, and Helen Carroll Corathers, 
Julius Matthews Special Agen- 
cy, Philadelphia. Elon G. Borton 
continués as president of the AFA. 

The 1951 convention will be held 
at the Jefferson Hotel, St. Louis, 
May 6-9. 


@ The conference opened Wednes- 
day with sessions on “how to get 
the most from your advertising 
dollar,” and “the place of adver- 
tising in distribution,” reported 
elsewhére in this issue. Thursday 
was devoted principally to club 
activities conferences, and Friday 
was devoted to a session on “get- 
ting business in 1950” and a 
round table discussion on “bridg- 
ing the gap between advertising 
education and advertising prac- 
tice.” 

At the luncheon Thursday, 
Charles Luckman, former presi- 
dent of Lever Bros. Co., made a 
strong plea for more effective 
pension plans and greater plan- 

‘ (Continued on Page 67) 
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Union Label Ad 
Drive Seeks to 
Aid Industry 


Union and Business Execs 
Praise—and Criticize— 
Advertising Before AFA 


Detrorir—The Amalgamated 
Clothing Workers of America, rep- 
resenting 375,000 workers in the 
men’s clothing industry, is cur- 
rently engaged in the largest union 


AFA Convention 


label advertising campaign ever 
conducted, because the union rea- 
lizes it has a stake in the clothing 
business, Stewart Meacham, assis- 
tant to the president of the union, 
told the Advertising Federation of 


America here Wednesday. 

“If the men’s clothing industry 
is weak, we are weak,” he said. 
“If the industry suffers a loss of 
business, we suffer a loss of jobs. 
If the industry grows stronger, we 
have greater strength. If the in- 
dustry grows larger, we grow 
larger. Anything that affects the 
health of the men’s clothing in- 
dustry affects the health of the 
Amalgamated Clothing Workers of 
America.” 


s The union launched its nation- 
al advertising, urging consumers to 
look for the union label in men’s 
clothing, with a full page in Life 
last October. The campaign has 
since been expanded so that it in- 
cludes copy in Life and Collier’s, 
“hundreds” of ads in more than 
40 newspapers in 29 principal cit- 
ies, radio programs, and leading 
labor newspapers. 

“The campaign,” Mr. Meacham 
said, “is still in its infancy. It will 
be carried forward on an expand- 
ing scale. We have entered the 
advertising field because we have 


a stake in our industry; we have 
an obligation to the consumer; our 
industry has a stake in us; we have 
a story to tell about what we mean 
in the communities where we live; 
and without our label the average 
consumer has no certain guide to 
quality in every price range.” 


ws At the same session, W. Paul 
Jones, president, Servel Inc., as- 
serted that “advertising is so flab- 
bergasting, so magical, that it. is 
sometimes regarded with suspicion 
in the councils of management. 
And those to whom it is a mystery 
sometimes tend to expect too much 
of it. 

“Advertising impact cannot be 
turned on instantly like an electric 
light; it must be continuous. For 
without continuity, frequency and 
repetition, its full value can never 
be realized. 

“When we make it a thing apart 
from the other functions of busi- 
ness, we lessen its effectiveness. 
Advertising is handicapped when 
the policies of a business are not 


established to capitalize on its po- 


BOB, 
oR tilly, 


“Feels like they’re pushing production again 
That means we're advertising in The Des Moines Sunday Register” 


You've g-g-got to p-p-push things—the way The Des Moines 
Sunday Register pulls response from ail of lowa. No one 
city paper, this. It fans out cver the entire state—all 99 
counties of 24 millicn people. It gives you family coverage 
of from 50% to saturation in 82 counties and at least 25% 


in all the rest. 


Be ready for resuits when you advertise in The Des 
Moines Sunday Register! You are reaching 70% of all the 
Iowa families who spend 5 billion a year, and you're reach- 
ing both segments of this huge market. (1) The urban side 
that exceeds Boston in spending—and, (2) a farm market 
the likes of which simply cannot be equaled for wealth 


anywhere, 


This picture is even better! With its 500,000 plus circula- 
tion, The Des Moines Sunday Register gives you access to 
this buying power at a milline rate of only $1.57! 


THE DES MOINES REGISTER ann TRIBUNE 


ABC Circulation March 31, 1950: 
Daily, 372,05 1—Sunday, 540,192 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


tentialities. 

“If advertising is not fully ap- 
preciated by business management, 
it is often because advertising tries 
to do too much, to carry a load 
which is not its proper responsi- 
bility. Advertising needs to be 
backed up by creative and aggres- 
sive selling, sound pricing policies, 
product quality and adequate dis- 
tribution. Advertising is no sub- 
stitute for any of these.” 

Advertising, Mr. Jones said, has 
been a major factor in increasing 
Servel gas refrigerator sales 50% 
and increasing employment 50% 
during the first half of the present 
Servel fiscal year, in comparison 
with last year. And the company is 
just beginning widespread adver- 
tising for such other Servel prod- 
ucts as water heaters, air condi- 
tioners and heating units. 


ws Discussing the place of adver- 
tising in distribution from the 
standpoint of the retailer, L. B. 
Sappington, general merchandise 
manager of J. L. Hudson Co., lead- 
ing Detroit department store, as- 
serted baldly that “many of the 
best, most reliable manufacturers 
are woefully inept in selling their 
products to us and in helping us 
sell them to the consumer—in 
spite of the advice they get and 
for which they pay handsomely.” 

Presenting, with the aid of brief 
skits, some of the common com- 
plaints which his company’s own 
buyers voice about the way man- 
ufacturers try to sell their mer- 
chandise, Mr. Sappington said that 
too many manufacturers’ repre- 
sentatives are unable ta give fac- 
tual information about the products 
they are selling; too much stress 
is placed upon national advertis- 
ing, and too little such advertising 
tells a real merchandising story; 
frequently manufacturers are un- 
able to supply required quantities 
of goods at the time their advertis- 
ing appears, etc. 


es “Our buyers believe that the 
diversion of some money from ad- 
vertising in national publications 
to the education of retail sales peo- 
ple and manufacturers’ represen- 
tatives as to the merits and selling 
points of branded items would be 
most productive,” he said. 

“Many of our buyers claim that 
manufacturers seem blind to some 
of the obvious things that are go- 
ing on in the market. Notable 
among these is the apparent in- 
ability or unwillingness of certain 


Advertising Age, June 5, 1959) 


manufacturers of national brands 
to meet the competition of the 
strong private brands. 

“Our buyers pointed out, re 
peatedly, the common use of sy 
perlatives and extravagant claims 
in many of the national ads; our 
own advertising policy would not 
permit us to lift copy from many 
of the national ads to use in the 
promotion of the same goods in 
our own stock.” 


@ Taking a crack at agency mer. 
chandising experts, Mr. Sapping- 
ton asked: “Does anyone really be. 
lieve that national advertising is 
so effective that it will produce 
sales all by itself? If so, we may 
as well dispense with the retailer 
and use automatic vending ma- 
chines. No, the retailer still has 
his place in distribution, and it is 
an important one. 

“And to the extent that you who 
advise the manufacturer, and to 
the extent that the manufacturer 
who accepts your advice ignores 
this fact, just to that degree is your 
counsel unproductive and the 
work you both do ineffective.” 


Lipton’s Smith Heads 
ANA Radio-TV Committee 


William B. Smith, director of 
advertising of Thomas J. Lipton 
Inc., Hoboken, N. J., has been 
named chairman 
of the Associa- 
tion of National 
Advertisers’ ra- 
dio and TY 
steering com- 
mittee. He suc- 
ceeds A. N. Hal- 
verstadt, man- 
ager of radio and 
media division, 
Procter & Gam- 
ble Co., the com- 
mittee chairman 
for the past two 


William Smith 


years. 

Principal concern of the group 
currently is a “detailed evalua- 
tion of the relationship between 


radio and television as advertis- 
ing media.” The committee is — 


studying the relative selling po- | 


tential of the two media, with 
particular attention to a pattern 


for radio rates as affected by tele- | 


vision. 


Leslie Kay, art director of A. 


Lewin Promotes Three | 


W. Lewin Co., New York, has been 
named a vice-president of the | 
agency. Richard N. Gulick, vice- | 
president, has been made a mem- 
ber of the plans board. Robert P. 
Engelke has been appointed in 
charge of research and marketing. 


No inventory hangover either 


IMPULSE. People see GOA panels 
when they are outdoors. There, 
they are in a buying mood and 
buying’s easy. Keep your product 
moving, your dealers happy... 
let GOA put your ads in the right 


1925 Silver Anniversary Year , 1950 


place, at the right time. General 
Outdoor Advertising Co., 515 S. 
Loomis Street, Chicago 7, Illinois. 


* Covers 1400 
leading cities 
and towns 
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on 1 \\qw* Biggest media news in years is the national 
~~ study just compiled by Alfred Politz Research, Inc. 
fern about the unique mass-buying fertility of Coronet’s families. 


Sap 


: 


INVITATION to any national ad- 
vertiser of a worthy product. Buy 


If it doesn’t produce more inquir- 


. cost than the same ad in Life, 
Look, Saturday Evening Post, or 
Collier’s, then CORONET will re- 
fund the full cost of the page! 


Circulation 2,619,878 xoc....UP 27% 
Advertising first 6 months... UP 49.3% 


FE ee, | | 2. 
| 


sign Sail li cig iE 


a four-color page in CORONET. ; Coronet households are better educated! 
ies (or direct sales) per dollar of : Coronet households spend more money! 


This illuminating new analysis reveals, 
for instance, such clues to Coronet’s singular 
selling potency as... 


For all the new facts...the complete story 
as Politz found it... establishing Coronet’s 
dollar-pulling character...ask your Coronet 
representative, or write direct. Today! 


CORONET MAGAZINE 
488 Madison Avenue, New York 22, N. Y. 
or Coronet Building, 65 East South Water Street, Chicago 1, Ill. 
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NY Court of Appeals 
Rules in Favor of 
Petry over Christal 


New York—New York | state 
court of appeals has ruled in fa- 
vor of Edward Petry, president of 
Edward Petry & Co., in his dispute 
with Henry Christal, secretary and 
treasurer, over control of the sta- 
tion representative company. This 
decision, which cannot be ap- 
pealed, upholds an earlier verdict 
of the appellate division of the 
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New York supreme court. 

Mr. Petry, who owns 51% of the 
voting stock of the company, has 
announced that “company control 
will continue to be exercised in 
the same way which has prevailed 
since the company was’ formed.” 
Mr. Christal, also a stockholder, 
started the suit to restrain Mr. 
Petry from increasing the director- 
ship of the corporation from four 
to five members. The complaint 
alleged that there was an agree- 
ment that there would be equal 
representation on the board of di- 
rectors at all times, with Mr. Petry 
and Mr, Christal each nominating 
two directors. 


Toronto Adwomen Elect 


Marjorie Wesley, Canadian Gra- 
vure Ltd., Toronto, has been 


, elected president of the Women’s 
' Advertising Club of Toronto.:Other 


officers. elected are: Gene E. Mc- 


. | Reynolds, Charles Baker Adver- 


tising, vice-president; Betty Gay, 
Canadian Advertising, correspond- 
ing secretary; Mary R. Hannah, 
Brown’s Bread Ltd., recording sec- 
retary, and Berna Ashbourne, 
Montreal Gazette, treasurer. 


Four A’s Sets Members 
of Press Committee 


The American Association of 
Advertising Agencies last week 
announced new members of the 
committee of the board on press 
relations: Abbott Kimball, Ab- 
bott Kimball Co.; Winthrop Hoyt, 
Charles W. Hoyt Co., both New 
York; and Earle Ludgin, Earle 
Ludgin & Co., Chicago. 

announced were the agency 
men who will supervise the Four 
A’s “areas” of operation. Robert 
D. Holbrook, Compton Advertis- 
ing, will supervise nel; Al- 
bert W. Sherer, McCann-Erickson, 
research; Louis N.- Brockway, 
Young é Rubicam, ethics; Law- 
rence L. Shenfield, Doherty, Clif- 
ford & Shenfield, relations with 
other advertising activities. 
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‘Monitor Making Comeback with New 


Type of Washer; Tells Ad Plans 


(Continued from Page 1) 
zine washing board, the revolving 
drum-type washer, and the agita- 
tor-type machine which depends 
upon shaking and “spirilating” 
clothes for cleansing action. 

Mr. Zimmerman confidently de- 
scribed Monitor’s Aerator process 
as a “fourth development” which 
will either make the washing ma- 
chine industry find a further im- 
provement or adopt the principle 
used by the Aerator and Prestomat 
models. 


w Organized in 1944 by T. K. 
Quinn, a former vice-president of 
General Electric Co., Monitor 
Equipment Corp. entered the home 
appliance field as a cooperative 


, OREGONIAN 
D HOSTESS HOUSE 
MEANS RESULTS! 


Makes Frozen Chinese 
Food sell... SELL... SELL! 


Another stand-out sales success for The Oregonian! 
Oregon’s favorite women’s section carried the news... 
Fred Meyer, Kienow and Piggly Wiggly group stores 
hitched onto the opportunity wagon. Presto! 
A deluge of orders and Chin’s Frozen Chinese Foods 
went on a 24-hour production-day basis to meet demand! 
The Oregonian is your best buy to sell Oregon 
women...it reaches more women... your customers! 
First with women... first in circulation (214,916 
' daily —270,049 Sunday)... first in advertising 
results... THE OREGONIAN! 


_———— 
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REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC, 


company owned by its distributors 
and manufacturer-suppliers. 

The company, which consisted 
of 27 manufacturing plants (mak- 
ing 15 appliances) and 48 distribu. 
tors, was to give distributors in- 
dependence in merchandising. That 
independence was clearly defined 
as freedom from domination of 
brand name manufacturers. 

Monitor continued to conduet 
its selling activities during the re- 
organization period, since the court 
ruled that the company needed 
only time to overcome its finan- 
cial difficulties. But its manufac- 
turers, partly due to steel short- 
ages during 1949, shrank to three 
and products regularly manufac- 
tured to five. 

Today Monitor intends to stick 
to marketing only the washing 
machine line in this country, leay- 
ing other Monitor appliances for 
export markets. ; 


s Monitor distributors, as well 
as manufacturers, may or may not 
be contingent stockholders of the 
company. Although the patents for 
its washing machine are owned by 
one of the manufacturers, Monitor 
owns the tools and dies for pro- 
duction, and the manufacturer, in 
turn, is a heavy holder of Monitor 
stock. ; 

The bankruptcy action was 
brought against the company as the 
result of tightening bank credit 
that prevented distributors from 
meeting commitments for Monitor 
products. Distributors are now 
finding easier credit and are bas- 
ing future orders on the premise 
that such credit will continue for 
the rest of the year. 

Monitor washers are being man- 
ufactured by Gibson Mfg. Co., 
Bellevue, Ia.; Crown Can Co., Phil- 
adelphia, and Chatco Steel Co., 
Toronto. Outside the western hem- 
isphere, Hoover Ltd., London, has 
exclusive manufacturing and sales 
rights. Hoover Ltd., racing to meet 


300,000 economy-type washers 
during 1949 and has a planned 
production schedule for 600,000 
this year. In this country, Monitor 
has sold more than 250,000 of the 
economy models since their intro- 
duction. 


s Unchanged structurally during 
financial reorganization, Monitor 
continues with a board of 17 di- 
rectors headed by T. K. Quinn as 
chairman and president. Company 
officials expect the board to be 
reduced in number and look for 
the appointment of George Gib- 
son, head of Gibson Mfg. Co., a 
Monitor supplier, as chairman. 
The entire Monitor executive and 
administrative staff consists of ap- 
proximately 20 people concerned 
with marketing, distribution and 
coordination of manufacturing 
schedules among supplier plants. 
Dealers of Monitor appliances 
have been asked to carry only the 
company’s washing machine line, 
but may elect to stock other ap- 
pliance items. 


Council Plans Campaign 

on Hoover Report 

The Advertising Council will 
conduct a national campaign to 
promote familiarity with details of 
the Hoover Commission’s report. 
J. Walter Thompson Co. will be 
volunteer agency, and Hector Per- 
rier will supervise the drive for 
the council. Projected media in- 
clude newspapers, magazines, out- 
door, car cards, o, TV and 
house magazines. 


‘Fortune’ Adds Van Horn 


Fortune, New York, has added 
J. Edward Van Horn ir., formerly 
with McGraw-Hill Publishing Co., 


. to its Detroit sales staff. 
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ew| Where your prospects 

will meet 
you 

halfway... 


= -“ 


autae-| — Most advertisers think of “reaching an audience.” But equally important, these men that meet you half- 
re way in STEEL represent the 12,000 metalworking 


That’s fine... but do you realize that the audience of - - 
a good industrial magazine will come out to meet you? plants that do over 90% of the business . . . and they’re 
members of the management team that can produce 


lev- | When your prospect is reading industrial publications buying action. 

he isn’t doing it to be amused or diverted. He picks up ; 

these magazines when he’s thinking about his business There are three important. questions to consider when 
ynot | and its problems... how to boost production... cut you are selecting advertising media: 


tsfor | costs... increase sales. He’s looking for ideas. If you’ve 


: ; 1. Is the publication reaching the worth- 
ter got something he needs, he wants to read about it. colidlin. plata ts the. winshet? 


2. Is it read by men with buying influence? 


3. Does it have the “editorial climate” 
which develops a receptive mood for your 
sales story? 


co, | This is one of the important advertising advantages 
has | peculiar to trade papers. They not only reach a selected 
meet list of prospects, they reach them when they are 
seeds thinking about business. 


000 + Take a long, hard look at the editorial pages of the 
"the better trade papers. Visualize the frame of mind of the 


ms man who reads them. Then make your ads take advan- 

ing _ tage of the “climate” built up by the editors. 

“a. Let’s consider an industrial magezine like STEEL, for A qood sdvertising program in good industrial pablice- 

= manyr. — mae aver og ne yates 4 woes tions starts the kind of thinking that leads to sales, 
| Agenda pte Mun sp vaemngeeenliae -ennil cavtdie because you’re talking to interested readers who will ) 
ib- | — favorable “climate” for the planting of any sales idea. “come. out. to. meot. you. if yout peoduct ie what ) 
end they need. 
7 All Penton publications can give you the facts you 
— need on their markets, their readers and their “editorial 
ces climate.” If you would like any of this information, let | ? 
| us know. Your request will receive prompt attention. = 
os THE O ‘PUBLISHING 

to 

‘ PENTON company 

~ PENTON BUILDING +« CLEVELAND 13, OHIO 
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Seneca Textile to Federal 

Seneca Textile division of United 
Merchants & Manufacturers, New 
York, has switched from Robert B. 
Grady Co. to Federal Advertising 
Agency, New York, for advertis- 
ing in consumer magazines and 
business papers. 


Sylvania Names Zimmer 

Sylvania Electric Products, New 
York, has appointed H. Ward Zim- 
mer, formerly vice-president in 
charge of operations, as executive 
vice-president. 


‘Deseret News Reaches Centennial; 
No Longer Gets News by Ox Teams 


Satt Lake Crry—This city’s 
Deseret News, on June 15, becomes 
the first newspaper in America’s 
vast region west of centuries- 
old Santa Fe to observe its cen- 
tennial. 

The Deseret News was born on 
that day 100 years ago in a little 
adobe shack in Utah’s capital—a 
shack known as The Mint, because 
it was there that pioneers were 
minting their own coins from gold 
dust brought from California. 

Mormon pioneers had been in 
the mountain tops less than three 
years then, and the sage-shawled 
area was known as the Provisional 
State of Deseret. It was a vast 
region, including parts of what 


is now the states of California, 
Oregon, New Mexico, Colorado, 
Wyoming and Idaho, and most all 
of what was to become Utah, Nev- 
ada and Arizona. Deseret is a 
Book of Mormon name meaning 
“honeybee.” 


a The first News edition was 
printed on a small Ramage hand 
press tugged across the plains by 
ox team. Salt Lake City was then 
a desert outpost nearly 1,000 miles 
from the closest city. News was 
generally brought in by ox or 
mule team, and the paper’s first 


eight-page number featured a lead | 


story about a San Francisco fire 
nearly six months before. 


There were two advertisements 


in the first News, which started 
@s a weekly. One was from a 
blacksmith and another from a 
surgeon-dentist, claiming “scurvy 
effectually cured.” 

Original editor was Dr. Willard 
Richards, counselor to President 
Brigham Young in the First Presi- 
dency of the Church of Jesus 
Christ of Latter-day Saints (Mor- 
mon). From the beginning, the 
Mormon church has guided the 
newspaper, although for a period 
during the ’90s its operation was 
leased to a private company, di- 
rected by some leading churchmen. 


= Despite the “Mint,” money was 
scarce in the log and adobe settle- 
ments, and for the New’s first half- 
century, produce was accepted for 
subscriptions. In fact, the editor at 
times appealed for articles ranging 
from prairie chickens to mountain 
molasses in exchange for his news- 


Nobody Sits in This County Seat!” 


says W. W. HINDS, Secretary-Manager of the 


Chamber of Commerce. “We’re all too busy keeping up 
with our 50 million dollar farm trading area!’ 


VEE VOR 


i ia Ree BY 


eh FS rns i Weaciore * ’ 
ers ht aed 

A iin! gy iaion 
SERS ka ee ee ee 


There are 4,814 loyal Kansas Farmer subscribers in 
the Marysville trade territory 


+ 


Merchants in Marysville, county seat of one of Kansas’ top corn and dairy counties, know 


that keeping up with the latest developments in farming is good business . . . 


for them and 


for the farmers in their trading area. They also know that farmers in their neighborhood 
read Kansas Farmer as the one farm paper which gives them information on Kansas problems. 


These merchants have felt the effect of national branded merchandise advertising in this 
publication—as have merchants in every Kansas farm trading center. So when you're looking 
for a way to cover Kansas, remember the unequalled oe of Kansas 


Farmer. You get an audience that is willing to listen . 


“All our business goes back to 


J. D. Rogers, President of Rogers Manufacturing Co. 
and also President of the Chamber of Commerce. 
“We have to keep close track of what the farmer 
that’s the basis for our business.” 


wants and needs... 


THE BUSINESS PAPER OF KANSAS FARMERS ©) 


Kansas Farmer, Editorial and Business Office, Topeka, Kansas 
Published by Capper Publications, largest agricultural press in the world. 


. believe . 


. and BUY! 


the soil,” says 


Advertising Age, June 5, 1 


paper. 

A paper famine struck Salt Lake 
City shortly after the newspaper 
first appeared and, with character. 
istic ingenuity, the pioneers made 
their own. It was first made on 
Salt Lake City’s Temple Square 
and was produced with the help 
of sugar machinery imported from 
Liverpool. The first home-made 
paper was almost as thick as card- 
board and was streaked with the 
colors of rags that went into it 
But it was paper, and it kept the 
News going, although the fre. 
quency of issue was slowed down, 

Except for several months ig 
1858, when a United States army 
threatened to invade Utah because 
of distorted reports questioning 
the people’s loyalty, the News had 
been printed in Salt Lake City, 
At that time, the printing equip- 
ment was wagoned away, and the 
paper issued from Fillmore, about 
150 miles south of the capital. 


ws News service was speeded 
greatly in 1860, shortly before the 
Civil War’s first guns boomed, 
with the coming of the hard- 
riding Pony Express. It brought 
dispatches from the frontier in 
six days, compared with some 
three months that it often took ox 
teams. The next year, the trans- 
continéntal telegraph was com- 
pleted, bringing to the News big 
stories from the states in ticker 
time. 

The News became a daily in 
1867, about the time Utah’s set- 
tlers were battling with devas- 
tating grasshopper assaults on 
crops and Indian raids on cattle. 

In 1947, when Utah was ob- 
serving its centennial, the News 
launched an expansion program, 
under the direction of Mark E. 
Petersen, general manager and 
editor, In a year’s time, its circu- 
lation nearly doubled. New fea- 
tures, including a family section, 
were introduced and, in 1948, the 
News for the first time became 
a regular seven-day newspaper. 
The Sunday edition, among other 
attractions, now includes a lo- 
cally edited rotogravure section 
in four colors. 

The advertising linage in the 
News during 1948 vaulted about 
30% in excess of that in 1947, 
while the average linage gain for 
the nation for the same period was 
but 12.6%. An additional healthy 
News gain was recorded in 1949. 


General Mills Buys 2 Shows, 
One on NBC, the Other on ABC 


“Live Like a Millionaire,” which | 


starts June 5 over NBC under the | 


sponsorship of General Mills, 
Minneapolis, will give “talented” 
parents an opportunity to do just 
that. The 30-minute daily broad- 
cast will feature amateur enter- 
tainers nominated as contestants 
by their children. 

Each week’s grand winner will 
be taken to New York’s Waldorf- 
Astoria Hotel, where the couple 
will receive the millionaire treat- 
ment. The food manufacturer 
bought this program as a replace- 
ment for two soap operas—“To- 
day’s Children” and “Light of the 
World.” Knox Reeves Advertis- 
ing is the agency. 

M also has signed to ec —s | 
ABC’s “Today in Hollyw 
over 23 Pacific Coast stations pro- 
moting Kix. The time—3-3:05 
p.m., PDT—was bought through 
Tatham-Laird. 


Armstrong Starts New Show 


“Armstrong’s Circle Theater,” 
a 30-minute dramatic telecast, 
will be launched June 6 over NBC 
by Armstrong Cork Co., Lan- 
caster, Pa. Batten, Barton, Dur- 
stine & Osborn is the agency. 


SIGHS OF LONG LIFE” 


THE ARTKRAFT” SIGN CO. 


$00 Kibby Bt. sng crane 
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You might get a hung jury if you asked men 
at random on which of these women they’d 
spend hard-earned cash. 


But among advertisers, the vote would be 


unanimous for the lady in the upper right 
hand corner! 


She’s an unusual woman. While the average 
woman gets married at 21, she walked down 
the aisle before she was 20. While the average 
woman has her first child at 23, she became a 
mother by 21. 


Now she has a real family — a family that 
means a thousand and one household pur- 
chases every year—and she’s only 23! 


Get the whole story from 


modern romances 


A i ig EN ee a ee EAT, aa 


Where else would you find such a good pros- 
pect...so early? 
Where else but... Modern Romances! 


Over 3 million women read Modern Ro- 
mances, 71% of them married or engaged. 
Their median age is 23. And almost % of 
Modern Romances families have one or more 
children living at home. 


Advertisers are more and more aware of the 
value of the young married 
woman. With Modern Ro- 
mances they get a direct line 
to the youngest married mar- 
ket of all! 


America’s Youngest Married Woman Audience 
DELL PUBLISHING COMPANY, INC. ¢ 261 FIFTH AVE., NEW YORK 16, N. Y. 
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Morrell & Co. 
Opens Drive on 
Consumer Meats 


(Continued from Page 1) ~ 
line of consumer meats continuous, 
extensive advertising support. 


s According to George A. Morrell, 
vice-president and treasurer of the 
company and director of its ad- 
vertising activities, “Surveys have 
shown that while we are highly 
regarded by the trade, there is a 
lack of consumer knowledge about 
the company and its products.” 

“We hope,” he said, “to correct 
that in the forthcoming campaign,” 
which will continue with nine 
other full-page, full-color ads in 
Life. 

John Morrell & Co. was founded 
127 years ago, and probably is the 
oldest meat packer in the country. 
In 1928, it became a publicly own- 
ed company and its stock was 
listed for the first time. Net sales 
in fiscal 1929 (the fiscal year ends 
in November), were $94,661,000. 

In 1940, sales were $99,362,000. 
In 1941 they were $121,698,000, 
and in 1949 $292,795,000. Although 
the company’s sales last year al- 
most reached the $300,000,000 
mark, it spent only about $300,000 
on advertising—almost all of it 
on Red Heart dog food. 


|@ But it has been the little pub- 


licized pork and beef products pro- 
duced by Morrell which have help- 
ed to build its reputation in the 
trade, and which have helped 
Morrell perfect its national dis- 
tribution. 

Morrell’s decision to undertake 
extensive national promotion of its 
consumer products, therefore, may 
be the first step in an intensified 
merchandising campaign for the 
Morrell Pride and E-Z Cut (ready- 
to-eat) meats. 

The company appointed N. W. 
Ayer & Son, Chicago, to handle 
its account last September, after 
hearing presentations from about 
15 agencies with strong Chicago 
offices and no competitive meat 


accounts. 


es Early in February, Morrell de- 
cided to drop its “Lassie Show” 
radio program, which it had spon- 
sored for three years. The contract 
expired May 27. The agency said 
that the decision was based on 
merchandising factors and that a 
study of advertising and merchan- 
dising plans was under way. 
Early this month, Morrell open- 
ed an expanded Red Heart dog 
food drive in five magazines and 
nine food publications (AA, May 
1). In addition, it launched a spe- 
cial local newspaper push for Red 
Heart in the Chicago market, fea- 
turing. a get-acquainted offer. 
Until last week, however, there 
was no hint that the company had 
any plans for increasing the pro- 
motion of its consumer products. 
Although no budget figure was dis- 
closed, the current campaign prob- 
ably will involve an investment of 
more than $250,000—almost doub- 
ling the 1949 expenditure, since 
the Red Heart promotion is un- 
affected by the new drive. 


Sutton Appoints Haring 

William F. Haring, formerly 
with McGraw-Hill Publishing Co. 
as district manager of Science II- 
lustrated, has been named district 
manager of Electrical Equipment 
and Contractors’ Electrical Equip- 
ment, published by Sutton Publish- 
ing Co., New York. 


Appoints James Bright 
James R. Bright, formerly man- 


aging editor of Product Engineer- 


ing, has been appointed editor-in- 
chief of Modern Materials Han- 
dling, Boston. 


Advertising Age, June 5, 19 


TEST—This four-color ad in the Philadel. 
phia Inquirer on May 25 broke an in. 
tensive color and black-and-white 
campaign by the Bachman Bakeries Inc., 
Reading, Pa., for its pretzels. The cam. 
paign will last for several months and 
be supported by radio, television and 
car cards. Aitkin-Kynett Co., Philadel- 

phia, is the agency. 


House Committee 
Probes Corporate 
Public Policy Ads 


. WASHINGTON—The special House 
committee studying the needs for 
improvements in the Federal Lob- 
bying Registration Act called on 
166 of the nation’s top corpora- 
tions last week to describe their 
lobbying activities, includin 
their use of advertising “designed! 
to influence policy or public opin- 
ion on national issues.” 

As yet, the committee has no 
specific proposal for controlling 
“lobbying ads.” But its concern 
with the problem was eviden 
through the hearings that alread 
have been held on the lobbyin 
techniques of the housing indust: 
and other groups. 


= Advertising is one of five phases 
of corporate lobbying activities 
which the firms have been asked 
to describe. 

The companies are asked to re- 
port on “each newspaper or other 
periodical advertisement (dealing 
with public issues which might be 
the subject of federal legislative 
action) paid for or whose insertion 
was arranged” by them. The re- 
port is to cover date, cost of in- 
sertion, a brief description of the 
matter, and where published. Cop- 
ies of the ad are to be included 
where available. 

The list of 166 corporations in- 
cludes a heavy proportion from 
the electric power, insurance, aut 
motive and steel industries. St 
members said they selected con: 
cerns which maintain Washingtor 
offices, and which appear fre 
quently among the substantial con. 
tributors to lobbying groups. 


Geyer, Newell & Ganger 
Boosts De Pierro to V. P. 


Geyer, Newell 2 nz ™ 
& Ganger, New |: 
York, has ap- 
pointed Anthony 
C. De Pierro as 
vice - president. 
Mr. De Pierro 
joined the agency 
in June, 1949, as 
media director 
from Buchanan 
Co. He will con- I 
tinue to direct 4 ©. De Pierro” 
media activities. ; 
Ne 


Mr. De Pierro is president of t 
Media Men’s Association of 
York, and a member of the Tech 
nical Advisory Committee of t 
National Outdoor Advertising B 
reau. 


‘Lite’ Promotes Buckhout 


Life, New York, has promot 
Clay Buckhout, previously adv 
tising manager, to advertising 
rector. Mr. Buckhout joined L 
in 1939 and was appointed adv 
tising manager from associate 
vertising manager in 1947. 
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REPRODUCED FOR CARON CORPORATION. NEW YORK 


present your product in full color 


AT LESS THAN HALF THE COST OF CONVENTIONAL METHODS 
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ull color 


EVEN IN SMALL QUANTITY RUNS! 


it hall Jormer c0s 


WITH REVOLUTIONARY PERFEX COLOR PROCESS 


Now, at a practical price you can faithfully show your product in brilliant, sales- 

making full color... for Perfex Color Process revolutionizes letterpress color 

reproduction with exclusive colloidal surface halftone plates. You simply furnish PREPARATION OF PLATES 
i us with color transparencies or with full color art work. Or send your product AND FULL COLOR PROOFS... 
for direct color separations in our studios. Perfex Color Process now lets you 


: : put color to work the way you’ve always wanted to... in all the materials you 
i use to tell the story of your product! ¢ | | | 


FULL COLOR KODACHROME REPRODUCTION SHOWN ON OTHER 


SIDE PRINTED FROM PERFEX COLOR PROCESS HALFTONE PLATES Plus Prints at 3c to Se Each Depending on Quantity Printed 
on 8% x IL inch stock. Color areas up to 74 x 94 inches. 
; Imprinting of type, p hing and binding extra. 
PERTINENT POINTS ON PERFEX COLOR PROCESS 
PAPER STOCK —Choice of Kromekote or highest quality folding enamels. This insert 
printed on Butler 70 lb. Snowflake Folding Enamel. 
197DC , " : ~ DYNAMIC FULL COLOR 
SIZES AVAILABLE—Color areas from 314 x 4% up to 74% x 94 inches. Square or rec- AT PRACTICAL COSTS! 
tangular shaped only. No block-outs or special shapes. Large size 101% x 1314 color prints 
re quoted on request. Need only a hundred or so repro- 
SCREEN — Usually 150 line halftone. When the subject material permits, 200 line. - Guntions of your product for a cor- 
tain job, but question if you can use 
QUANTITIES—From even just a few copies up to 10,000 or more. full color? Look into Perfex! What- 
‘LIVERY —Re 9 : : : : ever the need, in quantities up to 
DELIVERY me semmnansed Cat 2to4 waite be allowed -~ compotion of assignments 10,000 or more, Perfex Color Pr. 
we COLOR CORRECTIONS—Special corrections may be had in addition to normal mask- presents your product in full color 
a ing upon request. at less than half former costs! 


STRIPPING—Two or more Kodachromes may be stripped together on one plate at a 
small additional charge. No stripping of text matter. 
BLOCK-OUTS—No type panel block-outs are possible. Such text must be handled as 


an over print. 


ag 


PERFEX COLOR PROCESS PUTS EXTRA SALES POWER INTO PERFEX COLOR PROCESS IDEAL FOR COUNTER DISPLAYS PERFEX COLOR PROCESS EXTRA EFFECTIVE IN A WIDE 
SALES PORTFOLIOS, CATALOGS, LISTING SHEETS. Catches the AND ILLUSTRATIONS FOR LARGE DISPLAY UNITS. Attention- VARIETY OF PRINTED LITERATURE. Folders, brochures, mail- 
prospect's eye, shows products with colorful photographic realism. getting display cards with full color illustrations are a Perfex specialty. ere are economically produced in full color with Perfex Color Process. 


Perfex Color Process ‘ 

710 South Third Street RUSH 

Milwaukee 4, Wisconsin 

Please advise your local representative by wire to give us 


complete information on how to use economical Perfex Color 
Process to show our products in full color. 


710 SOUTH THIRD STREET, 


DIVISION OF PERFEX CORPORATION 


N 
: MILWAUKEE 4, WISCONSIN sai 
Company 
Address 
REPRESENTATIVES IN PRINCIPAL CITIES City — ee 
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‘Advertising Age, June 5, 1950 
New Business Card 
with Safety Message 
Offered by Printer 


Boston—Relief Printing Corp. 
has developed an unusual busi- 
ness card in cooperation with 
the National Safety Council and is 
conducting a series of mailings to 
introduce the card to industrial 
concerns and sales organizations. 

The new calling card contains 
the normal copy (name, concern, 
business address, phone, etc.) in 
black, and also carries the coun- 
cil’s Green Cross for Safety and 
its slogan, “Be careful, the life’ you 
save may be your own,” in green, 
relief printing. 

The company hopes to encour- 
age general usage of the cards 
by “salesmen for safety” and has 
priced them at $2.95 for 250; $4.80 
for 500 and $8.15 for 1,000, pack- 
aged in Draw-pul card savers in 
units of 25, 

The new relief-process printed 
safety cards are similar in appear- 
ance to the company’s “wonder 
flame” card and “war bond” busi- 
ness card. 


Idaho Potato Drive Mapped 


| Advertising and promotion plans 
for the 1950-51 campaign for Idaho 
potatoes will be presented at the 
Sun Valley meeting of the Idaho 
Advertising Commission by Cline 
Advertising Service Inc., Boise. 
and the Portland, Ore., office of 
Botsford, Constantine & Gardner. 
The meeting will be held in con- 
junction with the Idaho Potato and 
Onion Shippers Association con- 
vention June 8-10. 


Hood Maps Arrazin Drive 


Hood Rubber Co., Watertown, 
Mass., is planning an advertising 
and marketing campaign for its 
new product, Arrazin. It will be 
handled by Henry A. Loudon Ad- 
vertising, Boston. Arrazin is a 
vinyl plastic carpeting mounted on 
a sponge rubber base. Color inser- 
tions in trade publications, plus 
direct mail and, point of purchase 
promotion, will be used. 


Admen to Meet in Atlanta 


The first annual meeting of the 
Advertising Institute will be held 
at Emory University, Atlanta 
June 9-10. The meeting, sponsored 
| jointly by the Atlanta Advertising 
Club and Emory University School 
of Journalism, is designed to af- 
ford executives an opportunity to 
discuss problems and new devel- 
opments in the advertising field. 


‘Timber of Canada’ Moves 


— “Timber of Canada,” publication 

of the Canadian Lumbermen’s As- 
sociation, has moved from Ottawa 
™ to 341 Church St., Toronto. K. MclI. 
™ Kearney, advertising manager, will 
be located there. Mrs. Grant Stor- 
ring, former Toronto representa- 
tive, has been made promotion 
manager. 


Eureka Names Spilsbury 


Raymond G. Spilsbury Jr., for- 
merly advertising manager of 
Crocker-Wheeler Electric Mfg. Co., 
has been named director of ad- 
vertising of the Eureka Specialty 
Printing Co., Scranton, Pa., man- 
mr of gummed stationery 
items, 


Ashley Appoints Cox Agency 


Ashley Automatic Wood Stove 
Co., Columbia, S. C., has named 
Cox Advertising Agency, Colum- 
bia, to handle its promotion. A 
campaign, to start in mid-August, 
' calls for national farm publica- 
tions, magazines and newspapers 

throughout the United States. 


CBS Names Schroeder 

Alan H. Schroeder, former WOR, 
New York, salesman, has joined 
the sales staff of Radio Sales, the 
radio-video station representative 
division of CBS, in Chicago. 


Sun Oil Appoints Mount 

Hubert S. Mount has been named 
manager of the sales engineering 
department of Sun Oil Co., Phil- 
adelphia. 


Renault Picks Reimers Co. 


Renault Selling Branch, New 
York, has switched from ‘Smith, 
Smaliey & Tester to Carl Reimers 
Co., New York, for promotion in 
newspapers, magazines and spot 
radio. 


Appoints Meissner & Culver 

Symmons Engineering Co., Bos- 
ton, manufacturer of Safetymix, 
non-scald shower valve, has 
named Meissner & Culver, Boston, 
to handle its advertising. 


Prest-O-Lite Plans 
1950 Battery Push 


ToLepO—Prest-O-Lite Battery 
Co. will feature leading sports per- 
sonalities in its new consumer ad 
campaign, scheduled to run in Col- 
lier’s, Country Gentleman and The 
Saturday Evening Post. 

The sports figures include Bar- 
bara Ann Scott, Tommy Henrich, 
Ted Williams, Sammy Snead, Babe 
Didrickson Zaharias and Doak 


fin winter, etc., 


Walker. The baseball players will 
be featured in the spring and sum- 
mer; football stars in fall, skaters 
and dealer tie-in 
material also will highlight the sea- 
sonal appeals. 

Prest-O-Lite also will continue 
its cartoon series of trade publica- 
tion advertisements, with humor- 
ous, true-to-life situations encoun- 
tered frequently in the auto serv- 
ice field. 

Ruthrauff & Ryan, Detroit, di- 
rects the account. 


11 


Two Name Bott Agency 

Great Northwest Life Insur- 
ance Co., Spokane, Wash., and 
Sterling-Midland Coal Co., Chi- 
cago, have appointed Leo P. Bott 
Jr. Advertising, Chicago, to handle 
their advertising. Trade publica- 
tions will be used. 


WESC Appoints Parris 

WESC and WESC-FM, Green- 
ville, S. C., have appointed Helen 
Parris, New York, merchandising 
consultant. Mrs. Parris has done 
public relations work. 


DALLAS... 
20th in Population 


THE DALLAS NEWS... 
‘Sth in the Nation’s Department 
Store Advertising Lineage! 


Dallas downtown stores, with a volume 
of over $80,000,000 in 1949, placed 
52.76% of their advertising in The 


The Dallas 


% Among Morning Papers; 1949 and early 1950. 6-Day Basis 


Dallas News. Reason: The Dallas News 
is the only paper completely covering 
the 72-county Dallas market. 
all Texas..Over 40% of the $80,000,000 


came from outside Dallas County! 


More people 


orning 


CRESMER & WOODWARD, INC., Representatives: 
New York, Chicago, Detroit, San Francisco, Los Angeles 


* RADIO STATIONS WFAA k WFAA-TV & TEXAS ALMANAC 


The Dallas News... . 
more people read a 
The Dallas News 
than any other Dallas Paper. 


. richest in 
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We're Not Doing Well Enough! 


Just about a year ago, the business world had wrapped itself in a 
100%-all-wool, two-yards-wide mantle of gloom, and was exhibiting 
its new garment with something almost resembling sweet sorrow. 

The bottom had dropped out; the joyride was over; the much- 
heralded depression had arrived. Those who take inherent joy in a 
neatly turned phrase were dusting off such hardy old-timers as 
“Business is going to hell in a handbasket,” and rolling them off their 
tongues with special emphasis. 

By what can only be considered an amazing lapse of the science of 
psychology, this widespread business gloom did not become conta- 
gious enough to infect the economy. Business didn’t go to pot; instead 
it got steadily better as the year went on. 1949, which many were 
getting ready to place alongside 1929 as the year of the second great 
collapse, turned out to be a pleasant year, in a business sense. 

Now, the pendulum has practically bent itself double in a swing to 
the other extreme. Everybody seems happy as a lark (except, of 
course, for a little item called “cold war’). Business is good, and it’s 
going to stay that way. The stock market is going to keep right on 
going up. We’re going to have continuing doses of mild, pleasant in- 
flation, and everything is pretty wonderful. 

But is it? Is there any more realism in the uniform optimism which 
pervades business thinking now than there was in the uniform pessi- 
mism which existed a year ago? The answer seems to be that there 
is not. 

This is not to imply that pessimism ought to supplant the present 
feeling of optimism. There is no cause for pessimism, and certainly 
there is ample reason for the economy to congratulate itself upon 
having maintained higher levels that most of us- thought possible a 
year or two ago. 

But a sober look at the economic facts of life indicates that we are 
barely holding our own in the economic struggle, and that the “nor- 
mal” increase of 3% a year necessary to maintain our present stan- 
dards in the face of increasing population is scarcely being met. 

In other words, we are doing well, but not well enough to spend 
much time congratulating ourselves on our records, To be safe, and 
to take care of normal expansion in the market, we must do a little 
better. We must sell harder, promote harder, work harder than ever. 


How to Deal With the Press 


We recommend, as “must” reading for everyone who deals with the 
press, and particularly for advertising and public relations men (and 
their bosses), the article, “Businessmen and the Press,” appearing 
in the May issue of Harvard Business Review, and written by Wil- 


| liam M. Pinkerton. 


Here is a guide to business men in their dealings with the press 
which should prove of great value to every one who ever has to 
talk to a reporter—of major value to the neophyte at the job, but 
also interesting and valuable to those who have had long practice. 

We like, too, the way in which Mr. Pinkerton has stated the posi- 
tion of the advertiser. He says, in one place: 

“In the absence of conclusive studies, it seems safe to say that, 
usually, the amount of publicity derived directly from advertising 
varies inversely with the prestige of the newspaper. The more stand- 
ing the newspaper has, the less publicity it is likely to take directly 
from advertising accounts.” 

And again: 

“The majority of American business men recognize and respect 
the difference between the advertising and editorial functions of 
newspapers, and probably most of them also recognize that, to affect 
the news that people read (as distinct from the ads), the business 
man’s ‘presentation’ must be made to editors and their reporters, 
not to advertising managers and their space sellers.” 


—KMBC-KFRM Heartbeats 


“Tonight the grab bag lost $4,239 and the sponsor.” 


What They're Saying 


The TV Picture in Focus 

There is not much that can be 
criticized about television today 
that the improving economic pic- 
ture can’t help. Our problems are 
mostly a matter of money—as what 
problems aren’t... © 

It now costs us as much for ac- 
cess to one-sixth of the homes by 
television as five-sixths by radio. 
And while costs are going. down 
for the highest-rating established 
programs, the cost for breaking in 
is going up. 

We don’t know yet that it pays. 
We have a lot of fragmentary suc- 
cess stories, but no continuity of 
measurement by even imperfect 
scales. 

More important than the lack 
of accumulated data is the lack 
ef accumulated experience out of 
which the soundness of our judg- 
ment is built. We have had little 
opportunity to correlate television 
advertising against product sales. 
I have seen some and it doesn’t 
look as good as the success stor- 
ies... 

We expect television to be as 
effective in relation to its cost as 
any other medium we have used— 
which means it must be more ef- 
fective, because the costs will be 
higher. . . 

One reason why the progress in 
programming has not been as great 
as we had hoped is that too much 
of the expense goes into the wrong 
things. Production costs too much, 
not only because we are up against 
new blocs of high-cost union labor, 
but because we have not yet learn- 
ed how to handle the physical 
properties economically. 


—Clarence Goshorn, President, Ben- 
ton & Bowles, before the Radio Ex- 
ecutives Club of New York. 


Tips on How to Advertise 
the Advertising Department 
A breezy, informal news bulle- 
tin, issued regularly, salted with 
sales tips, and marked ‘confiden- 
tial’ is the most successful means 
of keeping management and sales- 
men sold on advertising... 
Advertising managers who are 
happiest in their relations with 
management are those who work 
52 weeks a year at the job of 


showing how advertising keeps 


selling costs down. They identify 
advertising so intimately with 
sales that management does not 
think of advertising as something 
separate but as an integral part 
of the selling operation, a part 
which cannot be left out without 
having the machine slow down. 

It is usually a matter of attitude. 
If the advertising department acts 
as if it were a part of the sales 
operation, it usually becomes so. 
Of course, this involves a great 
deal of work. It means literally 
curling up in the lap of the sales 
department. It means not merely 
welcoming suggestions and criti- 
cisms from the sales staff, but 
actually asking for them. 

It involves making calls with 
salesmen, having their reports 
routed through you, and reading 
them. It means doing market re- 
search to provide sales ammuni- 
tion, and it means lending a sym- 
pathetic ear and a helping hand 
to the problems of individual sales- 
men. 


—Arthur H. Dix, vice-president, Con- 
over-Mast Publications, before the In- 
dustrial Marketers of New Jersey. 


TV's ‘Misfortune’ 

It is TV’s misfortune to have 
been delivered, at birth, into the 
hands of those same powers—the 
advertisers and their harassed and 
nervous agents—whose “grinding 
lack of imagination and original- 
ity” long ago reduced radio to its 
present melancholy state. But, just 
as this lack of quality and poverty 
of content do not seem, until the 
arrival of television, seriously to 
have reduced the number of radio 
listeners, so TV’s ultimate suprem- 
acy among the mass media will be 
due not at all to the virtues of its 
programming but almost entirely 
to its incontestable technical su- 
periority over all other existing 
means of communication. 

Television is not just the latest 
and most miraculous of these me- 
dia. It is a synthesis of them all. 
It is radio with eyes; it is the press 
without the travail of printing; it 
is movies without the physical 
limitations of mechanical repro- 
duction and projection. 


—John Houseman, in‘an article, ““Bat- 
tle Over Television—Hollywood Faces 
the Fifties, Part II,” in Harper’s 


Magazine, May, 1950. 


Advertising Age, June 5, 1 


“Chicago Confidential,” the best 
seller of Jack Lait and Lee Morti. 
mer, probably won’t reform th 
city, but it at least provides entre. 
preneurs of the flesh-pots with 
some appreciated sales promotion, 

8 

After Mortimer, who also co- 
authored “New York: Confiden. 
tial!”, was beaten up in a metro. 


politan night club, he probably ) 


wished that some of the materia] 
he had used had remained even 
more confidential. 

+ 

Phonevision, Zenith Radio’s idea 
for providing first-run movies for 
home television sets, has run into 
one slight difficulty—the movie 
producers won’t supply the first- 
run movies. 

For some reason or other, the 
motion picture companies aren't 
enthusiastic about participating in 
an experiment the object of which 
is to put their exhibitors on the 
toboggan. 

. 

Phenomenon of the 1950 bull 
market: Teco, the Zenith Phone- 
vision subsidiary, has been quoted 
at $40, in spite of the fact that it 
has no business, no income and no 
immediate prospects of getting 
any. 

o 

“In 13.7 seconds,” says Bayer 
aspirin, “a high hurdler can race 
120 yards.” 

If he’s a world’s record holder, 
that is. 

* 

The question of how interesting 
or otherwise the New York Times 
is continues to be a subject of 
general debate, but not so far as 
its constant readers and adver- 
tisers are concerned. 

© 

Massachusetts, which has been 
having a running battle with the 
Bureau of the Census over manu- 
facturing statistics, will shortly be 
joined by indignant chambers of 
commerce dissatisfied with the 
population count. 


* 

Pennsylvania’s Jim Duff said of 
the Republican primary, “It was a 
fight which had to take place, be- 


cause the party couldn’t go two | 


ways at the same time.” 
The Demmies seem to do all 
right. 


7 

Although Bing Crosby was 
eliminated in the first round of 
the British amateur golf tourna- 
ment, he got just as much public- 
ity and pictures as Gussie Moran 
and her panties. 

. 

The Cleveland Indians are pro- 
viding a jeep to hasten relief 
pitchers to the mound, and it may 
also lessen the embarrassment of 
the unfortunate hurlers who are 
being relieved. 

* 

“When your filling station at- 
tendant gives you a road map, be 
sure it’s a Rand McNally.” 

Even though it’s a bit ungra- 
cious to look a gift horse in the 
mouth. 

~ 

Musical highbrows who bemoan 
the unwillingness of radio adver- 
tisers to broadcast the classics 
seem to forget that they have al- 
ready been successfully adapted 
for general consumption by the 
popular composers. 
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In the first 4 months of 1950 

|| THE PHILADELPHIA INQUIRER 
|| PUBLISHED MORE THAN 

| 11,690,000 LINES 


{OF ADVERTISING® 


@ This is the largest volume ever published by any 


Philadelphia newspaper in a similar period of any year. 


@ This linage represents a gain of 862,000 lines .. . Second 
paper gained 697,000 lines. 


@ The Inquirer now leads the second newspaper by a 


19% margin. 


*Source: Media Records. Both The Inquirer and 2nd paper publish 7 days é } 


NOW IN ITS 17TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


The Philadelphia Pnquirer 


Exclusive Advertising Representatives: 


TED W. LORD, Empire State Bldg., N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bldg., Detroit, Woodward 5-7260 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0578 
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EXHIBIT A 


EXHIBIT B 


EXHIBIT C 


Talk about open-and-shut cases —this one has footprints all over it, 


and they all point the same way. 


Nielsen reveals that Mystery Dramas deliver more homes per 


time-and-talent dollar than any other type of once-a-week program 


_in network radio. Throughout 1949, they averaged 30% more 


homes per dollar than all other types combined. 


Nielsen puts the finger on Mutual as the network where mystery 
drama sponsors get four radio homes for the price other 
networks charge for three. Throughout 1949, Mutual mysteries 
delivered 25% more homes per dollar than those on Network X; 


36% more than those on Network Y; 41% more than those on Network Z. 


Complete files on seven more Mutual mystery dramas, well-established 


for profitable sponsorship, await your immediate inspection.” 


Mister Plus invites you to rest your case here—and gets into every 4th home free. 


*MYSTERY PROGRAM PLUSSES.+ 
Affairs of Peter Salem 
I Love a Mystery 
Murder at Midnight 
Murder by Experts 
Mysterious Traveler 
Official Detective 
The Hidden Truth 
tFor details, call Mutual: PEnnsylvania 6-9600 


MUTUAL BROADCASTING SYSTEM 
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¥ The Elks market 
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i THE 


for LUGGAGE 


Of the 928,010* readers of THE ELKS 
MAGAZINE, 56.2% indulge in one 
or more pleasure trips a year. 31.8% 
take five or more vacation tours. Busi- 
ness accounts for a great deal of the 
Elk's travel time. One to 19 business 
trips are made annually by 46.1% 
of the Elks, while 20 to 52 trips are 
taken by 13.1%. Lots of travel de- 
mands lots of luggage. 


*A substantial bonus over guaranteed 
850,000, on which current rates are based. 


YOU'LL SELL IT, 1F YOU TELL IT IN 


MAGAZINE 


NEW YORK + CHICAGO + DETROIT + LOS ANGELES 


Direct Mail Source 
Material Is Listed 
in New Bibliography 


WASHINGTON—The Department of 
Commerce has published a list of 
reference soyrces for business men 
interested in learning about direct 
mail advertising. 

Part of the department’s “Busi- 
ness Information Service” series, 
the publication, “Direct Mail Ad- 
vertising (Reference Sources),” 
was prepared by Joseph H. Rhoads 
of the marketing division, Office 
of Domestic Commerce. 

It is available from the depart- 
ment or any of its field offices. 

In addition to listing trade as- 
sociations, publications, govern- 
ment publications and booklets on 
the subject, the department’s 10- 
page guide summarizes the func- 
tions of direct mail and the form 
it takes. Among its advantages it 
mentions that mail is direct, flex- 
ible, timely, economical and selec- 
tive. 


McCandlish Awards Made 
Robert Pettir, to, Philadelphia, 
won first prize uf $1,000 for his 
Ford poster in the annual McCand- 
lish Lithograph Corp.’s Philadel- 
hia awards for the best original 
4-sheet poster design. Second 
prize of $250 went to Wesley J. 
Loveman, New York, for his Sanka 
coffee poster, and third Pv of 
$100 was won by George Sulpizio. 


NIAA Unit Elects Chirurg 


James Thomas Chirurg, presi- 
dent of the James Thomas Chirurg 
Co., has been elected president of 
the Technical Advertising Associa- 
tion, Boston chapter of National 
Industrial Advertisers Association. 


«+. is a very im- 


portant cog in the Manz wheel for better creative 


printing and engraving. The capabilities of this depart- 


ment are unlimited and are all made possible by our 


keen foresight in assembling our personnel and in pur-- 


chasing our variety of equipment—even to the kitchen, 


just so your food set-ups can be photographed at just 


the right freshness. All of these things are for you and 


your problems so that you can always be assured of 


finer photography, better engrav- 
ings, and better printing for your 
advertising — whether it is to be 
in color or black and white. Feel 
free to consult us. You are under 


no obligation rv 7 YF #7 


bi 
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Gelling Perscral 


Among the congratulatory messages received by Philip Ritter, 
chairman of Philip Ritter Co., on May 17, his 70th anniversary in 
advertising, was one from Fred Gamble, president of the Four A’s. 
The New York agency, whose president is Philip Ritter IM, is a 
charter member of the agency association. . . 

The Duke of Windsor was kept waiting for his private appoint- 
ment upstairs at the Waldorf while Vincent of the Waldorf barber 
shop leisurely finished cutting the hair of Marshall Hurt, of Walter 
Weir Inc. Vincent, a native of Italy, shrugged his shoulders and 
said, “This is America!” ... : 

Walter Geist, president of Allis Chalmers Mfg. Co., has been cited 
as Milwaukee’s outstanding industrialist by the Institute of In- 
dustrial Engineers and Executives at Marquette University. He 
was given a key and an honorary membership in the institute... 
And Francis F. Gregory, public relations director of A. O. Smith 
Corp., and vice-chairman of the board of the Milwaukee Junior 
Achievement Club, won the recognition award of the club for his 
work with the group in the past year... 


a two-hour telecast on behalf of the Illinois division, American Cancer Society, 

received a bouquet of roses from model Amilee Thompson at the conclusion of the 

program on May 19. Mr. Moran, Chicago Hudson dealer who sponsors three regular 

television shows, is surrounded by other models, who volunteered their services as 

usherettes and took $19,112 in telephone pledges for the work of the ACS during 
the program. 


Hanover, N. H., will be the address of Ellen Hess Duke after 
July 1, when she resigns as managing editor of McCall’s. She and 
her husband, Florimond DuSossoit Duke, former ad manager of 
Fortune and later, of Time, will live on their farm, where Mrs. D. 
will devote her time to writing a book on the changes in women’s 
manners and morals since the beginning of World War II... 

Leroy A. Kling, v.p. of Gordon Best Co., Chicago agency, es- 
tablished a new record with his catch of an 8-lb. bonefish off the 
Florida keys. He reports there’s no fishing like it and that some of 
the gentry work at it all season without catching a single bonefish. . . 
Music is again going ’round and ’round in Portland, Ore. Arthur 
House, partner in the House & Leland agency, has had a Hammond 
organ installed in his home, and Bob Rickett, partner in Agency 
Lithograph, who bought a church pipe organ, had to remodel the 
basement of his house to accomodate the pipes. . . 

The first child of Thomas Corey, BBDO space buyer, and Mrs. 
Corey, has been named Thomas Jr. He was born in St. Vincent’s 
Hospital, New York... Deborah Arnold, new daughter of Murray 
Arnold, program director of WIP, arrived in Philadelphia on 
May 12...And Vernon Heeren, sales service manager of WMAQ 
and WNBQ, Chicago, became the father of Diane Marie on the last 
day of April... 

The “Look Applauds” feature in the May 23 issue of Look ap- 
plauded Philip Cortney, president of Coty Inc. and Coty Interna- 
tional, for playing a leading part in the postwar recovery of inter- 
national trade. His aid to France by having Coty buy most of its 
raw materials there was cited as a leading project of his... 

Harold E. Fellows, general manager of WEEI, Boston, an alumnus 
of Burdett College, class of 1918, is the subject of a biographical 
sketch in the alumni edition of the “Burdett College News.” .. 

Herb Nelson, of Ruthrauff & Ryan’s San Francisco office, found 
his four-year-old heir, Dick, knee-deep in the kitchen in a :nixture 
of sugar and Jell-O. Dick’s first reaction on seeing his old man 
was a sheepish four-year-old’s, but, glancing down at his Hopalong 
outfit, he realized his power and pulling his two six-shooters, 
snarled, “Wanta make somethin’ of it?”... 

Bert S. Gittins, Milwaukee agency head, has been chosen pres- 
ident of the Southeastern Wisconsin chapter of Friends of the 
Land...Another Milwaukeean, Frank C. Verbest, Blatz Brewing 
Co. president, will be chairman of the Wisconsin Democratic 
party’s Jefferson Day fund raising dinner to be held in the 
Milwaukee Auditorium July 8... 

Heading the ad division of Chicago’s 1950 Combined Jewish 
Appeal is perennial chairman Alfred Smart of Esquire, with co- 
chairmen Leo J. Abrams, Sun-Times; Bernard G. Davis, Ziff- 
Davis Publishing Co.; Gerald H. Gunst, Katz Agency; Robert J. 
Koretz, Foote, Cone & Belding; Charles Levy Jr., Charles Levy 
Circulating Co.; and Walter Schwimmer, Schwimmer & Scott... 

The cigars Bernard Barol, partner in Philadelphia’s Barol & 
Israel, handed around to announce the arrival of a son were im- 
printed with the baby’s name and a line that read “Sponsored 
by a member of Barol & Israel.”..A third son has been added 
to the family of John Lord, v.p. of Harold Cabot & Co., Boston... 
Two other Boston- newcomers are Mary Ellen, born April 27, 
daughter of Edward T. Sullivan, continuity director of WCOP, 
and Anne Baldwin, daughter of Coleman “Bill” Cody, assistant 
merchandising manager, same station, day later... 

Don Donahue, a member of the sales department of WKBW, 
and Eileen Dowling, formerly with William H. Weintraub & Co., 
New York, went down the middle aisle May 12. The couple will 
make their home in Buffalo... 
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, 1950" 


THE COMICS MAGAZINES 
BOUGHT EACH MONTH WOULD 
STACK 15 TIMES HIGHER 
THAN THE HIGHEST PEAK 
IN NORTH AMERICA 


...and advertising in Comics Magazines will 
help you build sales to new peaks. 


Comics Magazine coverage embraces the widest range of 
readers imaginable—and in almost fantastic numbers. 


For example, according to a Starch study it was re- 
vealed that Comics Magazines are read in 55% of all 
urban families, and in 93% of all urban families with 
children between the ages of 6 to 18 years, and even in 
26% of all urban families with no children. 


Mount McKinley In Alaska. Photo—Alaska Air Lines 


And don’t overlook the buying influence of youngsters. am 


In another Starch study made on Fawcett Comics Maga- 
zines 90% of the mothers interviewed buy the brand of 
cereal asked for by their children, 83% buy the brand 
of desserts, toothpaste and hair tonic their children pre- 
ferred. And get this—15% of the families settled on the 


make of automobile their off-springs wanted. 


Whatever you advertise—dollar for dollar you get more 


coverage...more readers...more action in the Comics 


Magazines. 


Fawcett Comics Group consists of the following titles: 


CAPTAIN MARVEL ADVENTURES MONTE HALE WESTERN 
CAPTAIN MARVEL, JR. WESTERN HERO 
WHIZ COMICS BILL BOYD WESTERN 


ROCKY LANE WESTERN HOPALONG CASSIDY 


TOM MIX WESTERN NYOKA 
THE MARVEL FAMILY GABBY HAYES WESTERN 


LASH LARUE WESTERN 


FAWCETT COMICS GROUP 


67 WEST 44TH STREET * NEW YORK 18, N.Y. 


Chicago San Francisco 


Los Angeles Detroit 
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Emily Post Says Ist Wedding Anniversary 
Is a Plastic One, Monsanto Ads Report 


Sr. Lovis—Plastic gifts rather 
than the traditional paper gifts 
for the first wedding anniversary 
will be featured in a national ad- 
vertising and merchandising cam- 
paign starting this month by the 
Monsanto Chemical Co. 

Advertising will be launched in 
Chain Store Age, Department 
Store Economist and Variety Mer- 
chandiser, and will culminate in 


September with a full-color, third- 
cover ad in the Sept. 23 Satur- 
day Evening Post featuring Emily 
Post with many plastic gift selec- 
tions. Gardner Advertising Co. is 
the agency. 

A special issue of the “Plastics 
Merchandiser,” containing full 
buying information on current 
best-sellers in plastics, will be 
mailed to store buyers and mer- 


chandise managers throughout the 
country. A kit of display material 
to be offered to retail stores will 
include reprints of the SEP adver- 
tisement, banners, window trims 
and point of sale material. 


ws To carry Emily Post’s recom- 
mendations to the consumer, Mon- 
santo will offer in booklet form a 
wedding anniversary calendar and 
gift guide to store buyers, infor- 
mation centers, editors and, upon 
written request, to individual con- 
sumers. 


“Because the first wedding an- 
niversary is so very limited in gift 
value, the trend toward making 
plastics the accepted first year gift 
is too appealing to disallow,” Mrs. 
Post explains in the 1950 revised 
edition of her book, “Etiquette.” 


RKO Releases Mart Movie 


Chicago’s Merchandise Mart, 
celebrating its 20th anniversary, is 
pictorially portrayed in RKO 
Pathe’s latest 15-minute movie in 
the “This is America” series, being 
released this month. 


Locked in the Los Angeles A.B.C. City Zone 


are more than six 


your potential customers in America’s third 


out of every ten of 


largest and richest market. 


The ‘key’ to more sales in this vital zone is 


the Herald-Express which reaches thousands 


upon thousands more of these families than any 


other daily newspaper. 


Nothing can be clearer — advertising intended 


to increase sales in Los Angeles logically 


belongs in the Herald-Express. 


—— 
ANCHOR =) 
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ERALD-EXPRESS 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 


Advertising Age, June 5, 1§ ‘ . 


Movie Advertising 
Investment in 1949 
Totaled $66,250,000 


New YorK—The motion picture 
industry spent $66,250,000 on ad- 
vertising in 1949, according to Film 
Daily. ; 

As shown in the statistical sec- 
tion of the “1950 Film Daily Year 
Book,” the $66,250,000 was divided 
as follows: Newspapers, $50,000,~ 
000; magazines, $3,000,000; acces. 
sories and direct mail, $1,250,000; 
and outdoor, $500,000. ) 

About 15,700 movie ads are 
placed each day in various media 
in the U.S., according to the pub- 
lication’s estimates. 

Preliminary 1949 publicly re. 
ported cash dividend payments of 
film companies total $40,855,000, 
as compared with $54,205,000 in 
1948; $54,600,000 in 1947, and $46,- 
700,000 in 1946. 

The value of 1949 U.S. film and 
equipment exports was $22,712,017, 
as compared with $26,137,843 in 
1948. American motion picture 
gross receipts in 1949 were $2.25 
billion, of which $1.35 billion came 
from the U.S. and $900,000,000 
from foreign markets. 


Issues ‘Food in Newspapers’ 


“Food in Newspapers,” a hand- 
book intended to help newspaper 
editors do a better job in the pres- 
entation of food news textually, 
pictorially and typographically, 
will be published this month by 
the American Press Institute at 
Columbia University, New York. 
The book discusses the importance 
of newspapers as a medium of 
food information, analyzes what 
makes good and bad food pages, 
gives practical guides for attract- 
ing and holding readers, and ex- 
amines outstanding examples of 
successful food columns and pages. 
The book was written by Garrett 
D. Byrnes, editor of the Sunday 
Journal, Providence, R. I 


New Haven Adclub Elects 


J. Frank Bean, manager of Na- 
tional Biscuit Co., New Haven, 
Conn., has been elected president 
of the New Haven Advertising 
Club. He succeeds William H. Tut- 
hill, assistant building manager of 
William M. Hotchkiss Co., New 
Haven, who is the club’s new treas- 
urer. Other officers elected are: 
Vincent M. Reynolds, manager, 
Gamble-Desmond Co., Ist vice- 
president; Charles E, Butler, man- 
ager of S. H. Kirby & Sons Co., 
2nd vice-president, and Richard 
J. Donnelly, advertising manager 
of Botwinik Bros., secretary. 


Amino Products Promotes Two 


Amino products division of In- 
ternational Minerals & Chemical 
Corp., Chicago, has advanced Or-" 
land C. Peterson, formerly bulk 
sales representative, to sales man- 
ager in charge of package and bulk 
sales for the central division. Ro- 
bert Dick, district manager of 
package sales in a four-state mid- 
western territory, has been named 
assistant sales manager. The two 
men will direct the activities of 
salesmen and cooperate with food 
brokers in promoting Ac’cent, pro- 
duced by Amino. 


Whittier Incorporates 


Whittier Laboratories-Division 
Nutrition Research Laboratories’ 
partnership has been incorporated 
as Whittier Laboratories-Division 
Nutrition Research Laboratories 
Inc., Chicago. Corporation officers 
are: Leo C. Hoffman, who was 
managing director, president and 
director; Vergne L. Hoffman, who 
was assistant to managing director. 
vice-president and director; and 
Casimir V. Wejman, who was 
comptroller, secretary-treasurer 
and director. 


Counts Appointed A. M. 


Kyle O. Counts has been ap- 
pointed advertising manager of 
Petroleum Publishers Inc., Denver. 
He will have charge of all adver- 
tising for the company’s three 
publications—Oil Reporter, Rocky 
Mountain Petroleum Directory and 
Service Station & Garage. 
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“Depend on your drug store for 
Summer Health and Fun” 


%. 


o 


Once again, LOOK, the magazine with 18,453,000 
readers, takes a dynamic editorial theme 

and ties it in with a perfectly coordinated 
merchandising program. And that means in- 
creased summer sales for druggists, wholesalers 
and manufacturers from coast to coast! 


Keystone of the campaign will be a two-page, 
full-color editorial feature entitled “Americans 
depend more and more on the modern 

drug store for SUMMER HEALTH AND FUN” 
appearing in the July 4th LOOK (on sale 

June 20th). Merchandising kits based on tho 


1 out of every 7 men and women reads LOOK... 


America’s second largest magazine audience 


theme will be given to 500 participating 
retailers—both chain and independent—to help 
them prepare displays of LOOK advertised 
brands. And over 90 alert, sales-conscious drug 
and toiletries manufacturers who advertise 

in LOOK will reap the added benefit of the 
merchandising power of LOOK! 


That’s why, if you are an advertiser, it will pay 
you to be in LOOK, the sales-building 

magazine that offers the second largest number 
of readers at the lowest cost per thousand 

of any major weekly! 
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LOOK BOOSTS 
| RELATED SALES OF: 
; Face creams Hair tonics 
I Powders & lipsticks First-aid kits 1 
Lotions Antiseptices 
I Sun tan preparations Burn remedies i 
Deodorants Insecticides 
I Perfumes & colognes Sun glasses I 
Baby powder Bathing caps 
I Baby oils Vacuum bottles | 
Summer play toys Cameras : 
| Shampoos Films I 
| | 
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Support National 
Ads, Gas Appliance 
Dealers Are Urged 


Waite SULPHUR SpRINGS, W. VA. 
—Gas appliance dealers were ad- 
monished to give national adver- 
tising more support at the local 
level by Stanley H. Hobson, pres- 
ident, Gas Appliance Manufactur- 
ers Association and George D. Ro- 
per Co., in an address at the asso- 
ciation’s annual meeting here May 
29. 

Calling attention to “a serious 
lack of local advertising on brand 
appliances and equipment,” Mr. 
Hobson said: “Without a complete 
tie-in of brand name advertising 
at local level, through gas utilities 
and dealers alike, we lose the real 
genuine wallop that national ad- 
vertising should create.” 

Mr. Hobson asked the associa- 
tion to give local promotion more 
attention in the future and urged 
a more aggressive publicity pro- 
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COTTON-FIBER BOND, ONION SKIN, LEDGER 


& & 
They look when your letter has “looks”. 


Your words work harder when well 
framed on the clear, white surface of 
cotton-fiber. paper by Fox River. 

It’s the cotton-fiber that gives class — 
and to serve every business need, Fox 
River offers papers of varying cotton 
content with the exact per cent water- 
marked in every sheet. Check otal print- 
ing price with your printer — beautiful 
100% cotton-fiber Fox River letterheads 
and matching envelopes vs. paper you 
are now using. The small difference will 
amaze you. Samples with free Look book- 
let. Fox River PAPER CORPORATION, 
1121 Appleton Street, Appleton, Wis. 


gram with association support for 
the current national promotion 
program of the Liquified Petrole- 
um Gas Association. 


Will Produce TV Features 


Television Guild Productions, 
live and film production company, 
specializing in features and com- 
mercials ranging from 20-second 
spots to full-length features, has 
been formed at 210 N. Larchmont 
Blvd., Hollywood. The company 
plans to organize a national sales 
and distribution department. 


Schedule Ad Art Exhibit 


The second annual exhibition 
of advertising art, msored by 
the Art Directors Club of Detroit, 
will be held at the Scarab Club, 
June 20-30. Outstanding art work 
created by Detroit advertising 
agencies during the past year will 
be on display. 


Helming Joins Edwards 


Carl G. Helming, formerly ac- 
count executive of Nelson, Carvel 
& Powell Advertising Agency, 
Portland, Ore., has joined Ed- 


wards Furniture Co., Portland, as 
advertising and sales manager. He 
replaces Cy Hawver, who has re- 
signed. 


Scher Joins ‘Herald Tribune’ 

The New York Herald Tribune 
has appointed George Scher, for- 
merly with Foote, Cone & Belding, 
a of amusement adver- 
ising. 


KVAS Begins Operations 
KVAS, 250-watt station, has be- 
gun broadcasting in Astoria, Ore., 


Advertising Age, June 5, 19 
on 1050 ke. It is operated by Clat 
sop Video Broadcasters. L. E. Par 


sons is manager; Richard Denbg 


sales manager; Elmer Littlehaleg 
production manager, and Grace 
Rarsons, program director. 


Kodak Advances Monahan 


Ralph T. Monahan has been pro. 
moted from assistant sales man. 
ager to sales manager of the Tap. 
rell Loomis division of Eastmay 
Kodak Co., Rochester, N. Y. He 
succeeds Fletcher H. Satterwhite 
now manager of the division. 


to SELL men in the plant engineering group 


— 


Aye 


*, 
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because 


IT REACHES THE RIGHT MEN 
IN THE RIGHT PLANTS 


is directed to the Plant Engineering Group of the 


organizations in which, America’s industrial buy- 


WITH THE KIND OF 
INFORMATION THEY NEED 


mn” Adv: 


ing power is concentrated. Plants are carefully 


selected on the basis of such specific standards as power 


rating, kilowatt consumption, employment, and credit rating. 


To make sure that it reaches the Plant Engineering Group in 
these plants, I&P follows a definite plan for addressing. 
Special care is exercised in selecting personal names for our 
mailing list to assure in-plant circulation to each person 
responsible for buying plant and power equipment. More 


than one copy is mailed to a plant whenever a need exists. 


ing. You can be sure your advertising in I&P reaches the 
men who specify in the plants that have the buying power. 


The circulation list is kept current through constant check- 


And you buy only circulation that gets results. 


and interest to 


Engineering Group. 


issue and see for yourself. 


features and articles are planned to get active 


attention. Information is selected for its value 


all departments in the Plant 


With a greatly expanded and revitalized editorial staff—a 
staff second to none in knowledge of the Plant Engineering 
Group’s problems and in familiarity with industrial maga- 
zine publishing—I&P is unequalled for editorial excellence 


in its field. Ask for your complimentary copy of the current 
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Caples Agency Appoints Two 

Caples Co., New York, has 
named Ralph Bauman, formerly 
with U. S. News & World Report, 
as production manager, and Des- 
mond Slattery, previously with 
British Railways, as a member of 
the publicity department. 


Wrestlers Lure Sponsors 


= Weeetinns from Hollywood,” a 
kinescope telecast released through 
Paramount Television Productions, 
is being carried on 21 stations, 17 
of which have sold the package. 


The program originates at Para- 
mount’s KTLA in Hollywood. 


Flint Appoints Sally Kest 

Flint Advertising Associates, 
New York, has appointed Sally 
Kest, previously with Friend Ad- 
vertising Agency, as a member of 
the classified advertising depart- 
ment. 


Walsh Returns to Shaw 

Frank. J. Walsh has rejoined 
John W. Shaw Advertising, Chi- 
cago, as copy chief. 


Admiral Offers $100 
Trade-In Allowance 
on Small TV Sets 


Cuicaco—Admiral Radio Corp. 
launched a nationwide promotion 
for its 19”-screen TV receivers on 
May 31 with full-page and 1,000- 
line ads scheduled in newspapers 
in more than 50 cities. 

Feature of the campaign is an 
offer to owners of 7” and 10” sets 


of $100 trade-in allowance on the 
purchase of any of the five models 
in Admiral’s 19” line. This is be- 
lieved to be the first time that a 
television set manufacturer has 
made a trade-in offer. 

A check of major television set 
manufacturers revealed little con- 
cern in the industry over Admiral’s 
announcement. Motorola Corp., 
Chicago, is the only one so far 
that plans to follow suit, but will 
leave it up to its individual dealers 
to decide what to allow on a trade- 


YOUR BASIC MAGAZINE IS- IPE 


AND EARNS 


ACTIVE READERSHIP 


earns readership because it meets the needs of 


its audience—the Plant Engineering Group. 
These are the executives and engineers respon- 


sible for the generation, transmission, distribution, and uti- 


lization of energy in all its forms for power, processing, and 


related plant services in all types of industry. Their duties 


include selection, installation, operation, and maintenance of 


equipment for these functions and services. Because 1&P is | 
filled with the information these men need to improve their 
efficiency and make their jobs easier, they read it regularly 
and act as a result of their reading. 


Extent of the reader action I&P starts is proved by thousands 
of inquiries each issue pulls, and by reports of results from 
our advertisers. Let us tell you the complete story of 1&P’s 


pulling power. 


PROOF OF ACTION— 
YOURS FOR THE ASKING 


Write for our new book, VERIFIED READERSHIP. It ex- 
plains I&P’s cumulative record of inquiries and contains 
more than 50 pages of listing by industry, company, name, 
and title of typical VERIFIED READERS. Compare these 
sample lists with your own prospects and customers. 
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INDUSTRY AND POWER 


Maximum Service to Advertisers Through Maximum Usefulness to Readers 


ST. JOSEPH, MICHIGAN 


THIS COUPON BRINGS YOU 
PROOF OF | & P’S READER ACTION 
AND EDITORIAL SUPERIORITY 


A A A ATTY RR 
INDUSTRY AND POWER 
St. Joseph, Michigan 


Please send me copies of VERIFIED READERSHIP and | 
the currgnt issue of | & P. 
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in. 

The genicral feeling among other 
manufacturers seems to be, “What 
will the dealers do with the 7” and 
10” sets they take in?” The trend 
toward bigger and bigger screens 
has greatly decreased the market 
for smaller sets, and some manu- 
facturers fear that a trade-in plan 
will result in the dealer having a 
lot of outmoded merchandise on 
his hands. 


Shortway Joins ‘Glamour’ 

Richard A. Shortway, formerly 
on the advertising sales staff of 
Women’s Wear Daily, has joined 
the advertising sales staff of Glam- 
our, New York. 


Da-Lite Appoints Painter 


Merle E. Painter has been named 
sales promotion manager of Da- 
Lite Screen Co., Chicago, manu- 
facturer of projection screens. 


K&E Appoints Bloom 

Kenyon & Eckhardt, Detroit, has 
added L. R. Bloom, formerly with 
Geyer, Newell & Ganger, as media 
director. 


Now released for the first time 
— 


The inside story of 
SEARS, ROEBUCK’S 
retailing, 
merchandising 
& mail order 


: 
\ 


Bibs “" 
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CATALOGUES AND COUNTERS 

a huge (788 pages), comprehensive 
history and analysis of the methods and 
operations that have made Sears, Roe- 
buck outstanding in mail order, retail- 
ing, and merchandising. It is filled with 
detailed facts and information about 
Sears’ buying and selling procedures, 
personnel management, finance, organi- 
zation, profit-sharing, merchandise se- 
lection, instalment selling, sales promo- 
tion. Never before has there been such 
fully -documented, behind - the - scenes 
information on the merchandising 
methods of America’s biggest operator. 


SOME OF THE SEARS’ 
SUCCESS FORMULAS NOW REVEALED 
® Boosting business with sales 

promotion 
® Making up catalogues that sell 
© New techniques of mail-order selling 
© Profitable mail-order merchandi 
© Successful management methods 
© Personnel policies that pay off 
® Tips on instalment selling 
© Secrets of retail store management 
® Saving money with central buying 
© Effective store planning and design 


. CATALOGUES AND COUNTERS was writ- 
ten by Boris Emmet, former Sears’ Na- 
tional Retail Merchandise Manager, and 
John E. Jeuck, assistant professor of 
marketing, University of Chicago School 
of Business. The facts it contains are 


y » P y 
the most thorough study of its kind ever 
made. Reviewers and business execu- 
tives who have seen a copy hail it as in- 
dispensable to every business executive, 
merchandise man, advertiser, agency, 
retailer. First printing sold out y ow dd 
publication. Second printing now ready 


SH SEND FOR YOUR COPY TODAY. 
Your business bookshelf is not 

complete without a copy of 

CATALOGUES AND COUNTERS. 


UNIVERSITY OF CHICAGO PRESS, 
5750 Ellis Ave., Chicago 37, IIinois 
Please send me, postage prepaid, .............. 
(ies) of CaTaLocugs anp Counrers. I 
remittance of $7.50 per copy. 


Name. 


Address 
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What keeos them 


yp there : 


N BUSINESS, the long-term champions—the 
I ones who reach the top and stay there—seem 
to excel in one all-important qualification. 


It is the ability to continually apply fresh new 
thinking to business problems—an ability that is 
coming more and more to be recognized as the 
most valuable of all business assets. 


Sometimes this fresh new thinking indicates 
a need for change. Often it reaffirms the correct- 
ness of existing programs. 


But always it provides a sound current basis 
for management decisions. 


Today it’s no secret that sales volume and 
profit depend less upon how much you can pro- 
duce than on how much you can sell. So today 


the ability to bring sound, fresh new thinking to 
your consumer-sales problems is perhaps the 
best measure of an advertising agency. 


And this ability should be present in every 
department of an agency. 


At Young & Rubicam, in copy and art, radio 
and television, in media, research, merchandis- 
ing, contact, and every other department men 
are weighed and judged and rewarded on their 
ability to bring sound current thinking to client 
problems. 


When you add up the contributions of all de- 
partments, and apply them with judgment, you 
have the approach that Y&R has used to serve 
many products effectively, in many different 
fields. 


> | YOUNG & RUBICAM, INC. 


Advertising + New York Chicago Detroit San Francisco 
Hollywood Montreal Toronto Mexico City London 
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Printers Told About 
Savings in Machine 
Coated Enamel Stock 


San ANTONIO—The nation’s com- 
mercial printers can help cut to- 
day’s high marketing costs by us- 
ing enamel papers coated on ma- 
chines, rather than premium-price 
brush coated enamel papers, F. H. 
Murtfeldt, advertising manager of 
Consolidated Water Power & Paper 
Co., Chicago, told the Ninth Dis- 
trict Conference of Printing House 
Craftsman Inc. here. 

By applying an enamel coating 
simultaneously to both sides of a 
continous paper web while it is on 
the papermaking machine, Mr. 
Murtfeldt said, many costly opera- 
tions required by other coating 
processes are eliminated, and sav- 
ings of 15% to 25% over the cost 
of brush coated papers can be ef- 
fected. 

Mr. Murtfeldt predicted that 
within the next few years all white 
glossy two-side enamel papers on 


250,000 
ALESMEN 


want to sell 
your line! 


This is more than a headline . .. it’s 
a fact! All over America thousands 
of ambitious men (and women, too) 
are seeking good lines to sell .. . 
direct to the consumer. They'll seil 
your product or service if you give 
them the chance, and they’ll roll up 
a national volume so fast, you'll 
think it’s a miracle. In months in- 
stead of years your product can be 
advertised, demonstrated, and sold 
from coast to coast by a hard-hitting 
army of salespeople through the 
direct-to-user method. Does this 
sound fantastic? Then read the next 
paragraph. 


SELLING DIRECT 
The Short Cut to Big Volume 


Seven BILLION dollars worth of 
goods and services are sold every 
year by direct salespeople. $25,000,- 
000.00 of brushes by one manufac- 
turer. $35,000,000.00 of cosmetics 
by another. $12,000,000.00 of 

by a third. $18,000,000.00 
of hosiery by one mill. Dozens of 
companies doing from $1,000,- 
000.00 to $10,000,000.00 annually 
. . . through salespeople who call 
door-to-door, office-to-office, store- 
to-store, factory-to-factory. Many of 
these companies have been in busi- 
mess 25 years and longer, making 
substantial profits year © year. 
That's the wonder of Direct Selling. 


FREE BOOK 
gives all facts! 


Agencies and advertisers should 
know more about this dynamic 
method of distribution. It’s sound 
— it’s economical — it’s profitable. 
Perhaps Direct Selling is the answer 
to tough competition you (or your 
clients) are seeking. Mail your letter- 
head to OPPORTUNITY, the lead- 
ing magazine in this field for Free 
Booklet which contains facts, fig- 
ures, and “how-to-do-it” informa- 
tion. No obligation. 


OPPORTUNITY 
MAGAZINE 


Dept. A17, 28 East Jackson Bivd., 
Chicago 4, Illinois 


the market, except specialty grades, 
will be products of machine coat- 
ing. To substantiate his forecast, 
he pointed out that brush enamel 
grades known as Nos. 3, 4, and 5 
practically have vanished from the 
market because of competition 
with enamel papers made by mod- 
ern machine methods. 


3 British Magazines Fold 


Two weekly British publications, 
The Leader and News Review, 
will cease publication in the next 


two weeks, and the Strand Mag- 
azine, a monthly, has y 
stopped publication. High costs of 
production plus growth in the 
number of television set owners 
were given as contributing factors 
to the magazines’ demise. 


Young Joins Orr Agency 

Robert W. Orr & Associates, 
New York, has named Thelma 
Judith Young, previously division- 
al advertising manager of L. Bam- 
berger & Co., as a member of the 
copy department. 


Smallen Promotes Carriages 
Wear-Ever Baby Conte Co., 
New York, has selected Paul Smal- 
len Advertising, New York, for 
advertising of baby carriages in 
magazines and business papers. 
Marvin Sherres Advertising for- 
merly serviced the account. 


Raymond Ziegler Promoted 

Raymond W. Ziegler, vice-presi- 
dent of marketing of George Zieg- 
ler Co., Milwaukee candy man- 
ufacturer, has been named execu- 
tive vice-president. 


Advertising Age, June 5, 1956 


Wick Named Head of Plastic 


Myron A. Wick Jr. has been 
elected president of Plastic Mfg. 
Inc., Stamford, Conn., contract 
manufacturer of plastic parts and 
plastic assemblies to specifica. 
tions. He was formerly vice-presij- 
dent and general manager of the 
concern. 


Spooner & Kriegel Moves 
Spooner & Kriegel, 15 Exchange 

Pl., Jersey City agency, has moved 

5 gttice to 50 Church St., New 
ork, 
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Two Adclubs Elect 
Women as President 


Katy Cleaver, advertising man- 
ager of the Continental Optical 
Co., has been elected the first 
woman president of the Advertis- 
ing Club of oe ge Other of- 
ficers are: Andre F. Rhodes, copy 
director of Spencer Curtiss Inc., 
lst vice-president; William F. 
Kraazs Jr., manager of advertis- 
ing of Eli Lilly & Co., 2nd vice- 
president, and James A. Carvin, 
advertising manager of the Indi- 
anapolis Power & Light Co., sec- 


retary-treasurer. 

Elsie Barron, secretary of Nu- 
trim Ltd., Toronto, has been made 
the first woman to be elected pres- 
ident of the International Affilia- 
tion of Sales and Advertising 
Clubs. Mrs. Barron during the 
past year had been president of 
the Women’s Advertising Club of 
Toronto. 


Schneider Names Rice 


James N. Rice has been named 
an account executive of Joseph P. 


-Schneider Inc., New York agency. 


Lower-Income Families Spend the Most Time 
Watching TV in Philadelphia, Study Shows 


PHILADELPHIA—Most families 
with TV sets in this area have in- 
comes of less than $100 a week, 
and as the income bracket de- 
creases the number of average 
hours of daily viewing increases. 

Women spend 4.65 hours daily 
watching television in this area; 
men spend 4.18 hours and children 
only 3.45 hours, according to a sur- 


vey of 4,300 television families by 
Television Association of Philadel- 
phia and TV Digest. 

More than 54% of those who 
responded said they have owned 
their receiver for more than a 
year; 30% between six months and 
a year, and 15% less than six 
months. The survey also indicates 
that set ownership here has doubled 


PRICE 7‘... 


WHY NOT 27‘?... 


This tumbler is a triumph of many sciences. Physics, chemistry, ceramics, and mathematics 
joined in its creation. Mechanical and electrical engineers poured their gifts into the 
machines that made it. Metallurgists, draftsmen, tool makers and welders, miners and | 
transportation men, civil engineers and operating engineers. . . all these and more 
worked their splendid best to make this veritable miracle. 


with the people you want to reach. 


We bought it at Woolworth’s. It’s beautiful. It’s perfect in performance. Saving 
carelessness, it will last and last. So we pondered . . . 


HOW DID THEY KNOW HOW?... 


Not just from what each learned way back in school. Not just from what immediate 
associates passed on. Not by pure cerebration either. All these helped. Nothing could 
have been done without them. But they were linked together by .. . 


THE AMERICAN INTER-COM SYSTEM... 


The business press of America, the industrial and trade and business and professional 
publications . . . the American Inter-Com System. They are the common carriers of business 
and professional ideas . . . methods and mistakes, practice and theory, new and obsolescent _ 
techniques, news, conjectures, hopes. It is a sober fact that the business press helps 
make what America makes possible. It sees all, hears all, and tells... 


HOW WE HAPPEN TO KNOW... 


McGraw-Hill’s business publications have long been a part of this American Inter-Com 
System. As publishers we know the consuming insistence of the editors on reporting, 
analysing, disseminating . . .on making sure that every new idea is spread with fission 
speed . . . on universalizing both principles and details. 


As publishers we know that people pay to subscribe to our publications for the sole 
purpose of listening in on our units of the American Inter-Com System. As publishers, 
we make the advertising pages of our publications available for your communication 


McGRAW-HILL PUBLISHING CO., INC. 


330 WEST 42nd STREET, NEW YORK 18, N. Y. 


——e ee pe ae ee ee 
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in the past year. 

About two-fifths of the respon- 
dents said they would like addi- 
tional television programs after 
11 p.m., and a fourth want addi- 
tional programs on Saturday, with 
85% preferring additional pro- 
grams after 11 p.m. on Saturdays. 

Respondents complained about 
“too much advertising,” too many 
western shows, too many murder 
mysteries and the age of films 
shown on television. 


Library Ad Group to Meet 


The National Advertising Group 
of the Special Libraries Associa- 
tion will hold its annual conven- 
tion at the Chalfonte-Haddon Hall 
Hotel, Atlantic City, June 12-16. 
Among the speakers will be Ar- 
thur “Red” Motley, president of 
Parade Publication, and Clarence 
B. Goshorn, president of Benton & 
Bowles. “The Magic Key,” $52,000 
sound and color motion picture on 
the role of advertising in our free 
enterprise system, will be shown. 
The Special Libraries Association 
is holding its annual convention at 
the same time and place. 


You, too, 
can ring the bell to more sales 
by advertising in The Wall! 

Street Journal. 
Today’s ABC circulation of 
153,208 gives you nearly five} 
times as many subscribers as| 
8 years ago...and at a reduc- 
tion in cost-per-thousand of 
62%! 
If you advertise to business, 
The Wall Street Journa 
should head your list. 


THE WALL STREET 
JOURNAL 


44 Broad Street 911 Young 
New York Dallas 


415 Bush Street 
San Francisco 
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Hoe Develops Press 
for Lithographing 
Heavy Steel Drums 


New YorK—R. Hoe & Co., print- 
ing press manufacturer, has devel- 
oped a new press for multi-color 
lithographing of heavy steel drums, 
or barrels. 

The first of the new presses has 
been installed in the New Orleans 
plant of Rheem Mfg. Co. It prints, 
individually, any number of colors 
on 50x72” sheets of 18-gage steel, 
which are formed into 55-gallon 
barrels (400-pound grease drums). 

In addition to the outside print- 
ing, the new press also handles the 
top of the drum in the same way, 
and can roller-coat the inside sur- 
face with lacquer to protect the 
contents from any foreign matter. 


@ Specially prepared formulas 
also may be applied to the inside 
of the drums, in order to protect 
the metal from corrosive products. 
Object of the press is “to provide 
economically the same fine pack- 
age in a heavy steel drum as in a 
small can, with distinctive illustra- 
tions and clear, cleanly printed 
text in all sizes of type.” 
Standard lithographic inks are 
used and the printing is done from 
offset plates of the usual type. 


AMA Publishes New Directory: 
Shows NY with Most Doctors 


The American Medical Associa- 
tion has announced publication of 
the 18th edition of the “American 
Medical Directory.” The previous 
directory, issued in 1942, listed the 
number of physicians in the United 
States as 180,496, whereas in the 
new edition the number is 201,277. 

The new directory shows that 
among the 24 largest cities in the 
United States, New York (includ- 
ing Brooklyn) is first in physician 
population with 17,915, an increase 
of 1,244 since 1942. Chicago is sec- 
ond with 7,477, a gain of 294; Phil- 
adelphia, third with 4,894, up 649, 
ae se Angeles, fourth with 4,183, 
up ; 


AMA Chapter Elects Pohle 


Paul Pohle, of Joseph Schlitz 
Brewing Co., Milwaukee, has been 
elected president of the Milwaukee 
chapter of the American Market- 
ing Association. Other officers are: 
Harold Holtz, Cleaver-Brooks Co., 
vice-president; George Johnston, 
Compton Advertising Agency, sec- 
retary, and Clifford Larson, Mil- 
waukee Journal, treasurer. 


i] PUNCHES sheets and covers of any size 
or weight, quickly, accurately 
~~ 


BINDS up to 250 books an hour with 
_ colorful GBC plastic bindings 


BIND THIS MODERN WAY 
right in your own OFFICE 
or plant 


j Add prestige, color and utility 

to reports, presentations, cata- 
logs and all printed material 
with this handsome plastic bind- 
ing. Complete office equipment 
costs no more than a typewriter. 
Binds a book for a few cents. 
Anyone can do it in seconds. 


SPECIAL TRIAL OFFER 
+ memo | Send today for information 
and 2 handy pocket memo 
books bound on this equip- 
ment. No obligation. 
U. S. and Foreign Potents’ 


hove been applied for on GBC Binders 
and on GBC Binding Equipment 


General Binding Corporation 
f 808 W. Eelmont Ave., Dept. AA-6-5 
Chicago 12, lil. 
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Showerman Elected Head 
of Chicago TV Council 


I. E, “Chick” Showerman, vice- 
president in charge of the NBC 
central division, has been elected 
president of the Chicago Television 
Council for 1950-51. 

Other officers include John B. 
McLaughlin, advertising and sales 
promotion manager, Kraft Foods 
Co., vice-president; Mildred Dud- 
ley, space buyer for LeVally Inc., 
secretary, and Edgar N. Greene- 
baum Jr. of Television Shares 
Management Co., treasurer. 


‘Newsweek’ Appoints Kirby 


John Kirby has been named ad- 
vertising manager of the interna- 
tional editions of Newsweek, New 
York. Edwin Dowell will continue 
as international editions manager 
and in that capacity will assist on 
advertising es. 


Manning Named Gorham A. M. 

Edwin H. Manning, formerly ad- 
vertising and sales promotion man- 
ager of Oshkosh Trunks & Lug- 
gage, Oshkosh, Wis., and its af- 
filiated companies, has been ap- 


pointed advertising manager of the 
Gorham Co., Providence, R. I. The 
position has been vacant since the 
resignation about six months ago 
of John P. Young. Leslie B. Hal- 
per has been appointed sales pro- 
motion manager of Gorham. 


Viola Joins National Export 


Jerry Viola, formerly on the 
production staffs of Small & Sie- 
fer and Emil Mogul Co., has been 
named production manager of Na- 
tional Export Advertising Service, 
New York. 
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Widmark Transferred 

Robert E. Widmark, Philadel}. 
phia, general promotion represen. 
tative of Meredith Publishing Co, 
has been transferred to the Chi- 
cago office of Successful Farming, 
a Meredith publication. 


Lentheric Appoints Blaker 
Blaker Advertising Agency, New 
York, has been appointed to handle 
the advertising of Lentheric Inc.,, 
perfumes, beauty products and 


-/men’s toilet preparations. 


Neighboring States 


Love Him Too 


Powered by 50,000 watts, WWL’s programs include varied 
rural fare—weather and market reports, on-the-scene rural 
broadcasts, 4-H Club programs. Plus services like herd im- 
provement contests win strong listener loyalty throughout 
this rich Deep South market. 
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Strong Trade Associations Touted by Oakes 


New YorK—Modern complex- 
ities in commerce and industry 
make the maintenance of strong 
trade associations imperative, es- 
pecially in the realm of small 
business, A. F. Oakes, president of 
the Charles Francis Press, declared 
at the annual meeting of the New 
York Employing Printers Associa- 
tion, which reelected him presi- 
dent. 

Commenting on the association’s 


celebration of its 85th year of 
“cooperative achievements,” Mr. 
Oakes said that “there is greater 
need today than at any other time 
for small business concerns to co- 
operate.” He said that the associa- 
tion now has 750 members “who 
turn out better than 85% of the 
dollar value of commercial print- 
ing produced in the New York 
metropolitan area,” and that it is 
“the largest local printing trade 


association in the country.” 
Wesley F. Rennie, executive di- 
rector of the Committee for Eco- 
nomic Development, told the New 
York printers that printing, “the 
second largest manufacturing in- 
dustry in New York, is vital to the 
expansion of education and the 
servicing through advertising of 
the development of our economy.” 


a Mr. Rennie proposed three 
points to strengthen and extend 
the American economic system: 


“First, responsible and informed 
action should be taken by all con- 
cerned to strengthen our domestic 
economy. Second, there should be 
a widespread effort to foster eco- 
nomic understanding among all 
our people. Third, the merits of 
our economic system should be in- 
terpreted vigorously to the world 
at large and every legitimate en- 
couragement should be given to 
the forces of progressive capital- 
ism in other countries.” 

Officers reelected at the meet- 


South’s Greatest Salesman 
wins Hearts...and Hoopers 


WWL’s evening share-of-audience exceeds that of next two stations, 
combined. WWL features CBS—and CBS features the world’s great- 
est array of top-flight stars. And the whole family loves the South’s 
greatest salesman. 


WWL keeps families tuned in hour after hour—with more favorite 
programs in all age groups, headline shows, local shows of network 
quality, more complete reporting of local news and events. | 


A 


His Listener Promotion 


Is Greatest Ever 


Already far in the lead, in all forms of listener promotion, 
WWL now adds the biggest, most highly concentrated 
station newspaper campaign New Orleans. has ever 
seen. WWL gives you more of everything to build sales! 


‘ South’s Greatest Salesman 


ee 


NEW ORLEANS 


hick Sada 


50,000 WATTS 


CLEAR CHANNEL 


CBS AFFILIATE 


DEPARTMENT OF LOYOLA UNIVERSITY 
REPRESENTED NATIONALLY BY THE KATZ AGENCY 
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ing in addition to Mr. Oakes in- 
cluded: William H. Walling of 
Rogers-Kellogg-Stillson, vice- 
president, and Harold M. Davis of 
Davis, Delaney Inc., treasurer. 
Peter L. Forsman of C, H. Fors- 
man Co. was elected secretary. 
Frederick Haedrich of the New 
York Label & Box Corp. became 
a vice-president because of his re- 
cent election as president of the 
association’s master printers sec- 
tion. Don H. Taylor continues as 
executive vice-president. 


Pritchard Promoted 


Harry S. Pritchard has been ap- 
pointed general sales manager of 
Dunlop Tire & Rubber Goods Co., 
Toronto. He was formerly sales 
manager of the industrial rubber 
pee and Dunlopillo cushion- } 

g divisions. 


Two Name Ley & Livingston 


Ley & Livingston, San Francis- 
co, has been retained to handle 
the advertising of Oroweat Baking 
Co., Los Angeles, and Anthony 
Bros., Berkeley, swimming pool 
and patio dealer. 


on China | 
Don’t read tea leaves to find out ij 
your sales will increase. Place youg 
advertising in HOUSE BEAUTIFUL and 
be sure. More China and Pottery 
advertisers used more of HOUSI 
BEAUTIFUL’S pages in 1949 than o 
any other magazine, because it 
2,500,000 readers* (50,000 peopl 
in the retail trades among them) ar 
the most active magazine audienc 
in America! 


*4.5 readers per copy, 
based on publisher’s surveys. 


House Beautiful 


sells both sides of the counteg 
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Faye Emerson Plans 
Second Television Show 


Snow Crop Marketers, New 
York, through Maxon, will sponsor 
a 15-minute telecast starring Faye 
Emerson, starting June 7, over a 
43 station NBC network. 

This is the second regularly 
sponsored TV series for Miss 
Emerson, who appears on Sunday 
nights over CBS-TV for Arnold 
bread, through Benton & Bowles. 


Agency Opens Dayton Branch 

Guenther, Brown & Berne, Cin- 
cinnati, has opened a branch office 
in Dayton, with James Bridges in 
charge. Mr. Bridges was formerly 
with WLW-B, Dayton, and WSAI- 
FM, Cincinnati. 


WHAT PART OF A 
3,500,000 MARKET??? 


What part of this terntic New Baby martet 
do you effectively reach now? NERC TEST 
PROVEN Birth Lists con give you the bulk of 
these potential soles prospects, f 

Write for your Free invitation to profits. 


NATIONAL BIRTH RECORDS COMPANY 


Dept. A, 31 East 27th Street, NY. 16 


General Mills Will Repeat 
‘Ranger’; Signs AM Shows 


General Mills, Minneapolis, will 
begin a special repeat series of the 
“Lone Ranger” June 16 at 10 p. m. 
(EDT), over 27 ABC-TV stations. 
The re-runs will be in addition to 
the regular Thursday night tele- 
casts. Dancer-Fitzgerald-Sample 
bought time for the repeats at a 
special summer rate, considerably 
lower than the card rates. 

General Mills also will sponsor 
“Today in Hollywood,” heard 
from 3-3:05 p.m. five times a 
week on the 23 ABC Pacific Coast 
stations, and will introduce “Live 
Like a Millionaire” over NBC at 
2:30 p.m. (EDT), five times week- 
ly, beginning June 5. The latter 
show replaces two 15-minute Gen- 
eral Mills programs on NBC—“To- 
day’s Children” and “Light of the 
World.” 


Gene Hopf Joins Huffman 


Gene Hopf, formerly with Gen- 
eral Electric Supply Corp., has 
joined the production staff of Jack 
Huffman Associates, Cincinnati 
agency. 
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Beating the Grapevine 

e IF management could beat the 
grapevine, get there a good first 
instead of a poor second, many 
grievances would die a-borning. 
Nailing down a grievance after 
it’s on the move is like trying to 
stop a fire after the roof has caved 
in. One of the essentials in beating 
the grapevine is speed, and an 
adaptation of radio for companies 
able to afford it may be one of the 
answers. 

Under the direction of Irving K. 
Kessler, manager of employe re- 
lations for John B. Stetson Co., 
Philadelphia, communications 
through the company’s plant 
broadcasting system have become 
a highly functional management 


Employe Communications 
How to Win Friends Among Your Workers 
By Rosert NEWCOMB and Marc SAMMONS 


facility for keeping employes 
promptly and fully posted. Stetson, 
with a good batting average 
in industrial relations, feels that 
a free flow of information about 
the company and its problems, as 
well as news and information 
about employes and their activi- 
ties, are essential in its program. 


e Stetson arranged with Plant 
Broadcasting Service to set up the 
program; the latter made the in- 
stallation and also supplies a 
monthly service of music and spe- 
cial jingles on safety, waste pre-. 
vention, etc. The medium, accord- 
ing to Kessler, was found to be the 
fastest, most flexible and most 
easily understood system of com- 
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Decorative, personalized advertising! Colorful, translucent 


the buyer of YOUR product! 


@ year per store! 


day-and-night legibility! Valuable dealer display space, free! 
Where customers and product meet, your International ’ 
Transparency Valances and Window Signs inescapably remind 


Follow leaders in all fields . . . they've proved it poys! 


_ Big_name advertisers have used International Valances for 28 
years without deviation. Put this power to work for you 
on your most sales-powerful "billboard locations” . . . 
your dealers’ windows . . . at an average cost of two dollars 


Why leaders prefer INTERNATIONAL TRANSPARENCIES 


GREATER BRILLIANCE... Colors printed on both sides. Message 
visible within the store as well as from the street. 


GREATER EFFECTIVENESS DAY AND NIGHT. . Transparencies make stores brighter 
by day. Night-time store illumination creates brilliant legibility after dark; adds 334% 
more around-the-clock sales impressions. 


UNLIMITED ADAPTABILITY TO ALL STORE FRONTS - . . Combinations of basic 


panels permit wide variations. 


IMMEDIATE PERSONALIZATION . . . Individual letters and filler panels insure enthu- 
siastic dealer cooperation. 


EASY, QUICK INSTALLATION . . . Clear instructions make applications quick, easy 
and result in permanent installations resistant to all weather conditions. 


LOOKS BETTER — LONGER .. 36 years of manufacturing experience assures brilliant, 
lasting color; stamina to resist countless washings; positive adhesion up to 15 years. 


1152 West THIRD St., CLEVELAND, OHIO, U.S.A. 
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municating with employes. 

Here are the principal uses to 
which Stetson puts its broadcast- 
ing project: 


First, as indicated earlier, to 


beat the grapevine—to give facts 
quickly when the unfounded ru- 


‘Imor gets under way; to provide a 


daily newscast of company affairs, 
including births, weddings, com- 
pany sports results, cafeteria men- 
us, special holiday arrangements, 
service anniversaries; to supple- 
ment the notices on plant bulletin 
boards by airing them; to promote 
special programs, such as quality 
production contests, progress re- 
ports, announcements of awards, 
and to carry such special programs 
as World Series scores, holiday 
messages for officials and other 
matters of general interest to em- 
ployes, 


e The broadcasting facilities are 
used for voice paging, which is 
said to be faster and more positive 
in its results than a bell system. 
Music is provided to help relieve 
the monotony of repetitive work, 
and there are spot announcements 
promoting safety, good housekeep- 
ing, conservation of materials and 
special messages. 

The idea of plant broadcasting 
is not, of course, particularly new, 
and many plants during the war 
used it largely as a device to ease 
the strain of high, heavy produc- 


‘|tion. The Stetson approach to the 


medium, however, is much broader. 

There is always the possibility 
of the cry of “captive audience,” 
but on the face of it the idea of 


'‘|quick communication has tremen- 
,|dous value for management. Stet- 


son abandoned its employe pub- 
lication with the installation of the 
service; the danger there is that, 
unless the company makes provi- 
sion for reaching the home, the 
family audience is lost. Today 


,| that’s a mighty important audience 
_|to keep in mind. 


| American Crayon Names 3 


Gordon E. James has been ap- 


‘| pointed director of the general sales 


division of American Crayon Co., 
Sandusky, O. Grant A. Waddle has 
been named director of sales pro- 
motion and merchandising divi- 
sion, and Wilford T. Schleicher has 
been appointed director of the 
product sales division. All have 
been with the company for a num- 
ber of years. 


Fairfax Gets Food Account 


John W. Taylor Packing Co., 
Hallwood, Va., grower and canner 
of Taylor’s potatoes and tomatoes, 
has appointed H. W. Fairfax Ad- 
vertising Agency, New York, to 
handle advertising in business pa- 
pers and women’s participating ra- 
dio programs. The account pre- 
viously was placed direct. 


Weber Manages Drug Sales 


* McKesson & Robbins, New 
York, drug manufacturer, has pro- 
moted John J. Weber, previously 


‘|midwestern drug sales manager, 


to drug sales manager and chief 
executive assistant to Herman C. 
Nolen, vice-president in charge of 
drug merchandising. 


Walsh Promotes Milne 


John M. Milne has been ap- 
pointed manager of Walsh Inter- 
national Advertising, Toronto. He 
succeeds Roger Irwin, recently ap- 
pointed full-time representative of 
Walsh in Ottawa. Mr. Milne also 
will continue as export director of 
the company. 


Canadian Advertising Names 3 


Canadian Advertising Agency 
Ltd., Montreal, has appointed Hec- 
tor Fontaine chairman of the board 
of directors. L. Eric Schofield suc- 
ceeds Mr. Fontaine as president, 
and R. M. Dagg has been named 
vice-president. 


To Lockwood-Shackelford 
Lockwood-Shackelford, Los An- 
geles, has been retained to handle 
the advertising of Holmes of Cal- 
ifornia, Los Angeles, manufacturer 


of Jeri Holmes casual separates. 
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15 MILLION VALENTINES 


TO THE LADIES 


WHO PROVE... 


No advertising sells like adv 
in the Service Magazi 


HEN YOU SELL woman-products—you 

advertise in the women’s service 

magazines.* Scarcely a single national 
brand isn’t advertised in one of them. Similar 
shrewdness directs advertising for man-prod- 
ucts into Esquire. For, Esquire is the only na- 
tional service magazine* for men. 


AT 50¢ THE HIGHEST NUMBER OF READERS- 
PER-COPY OF ANY NATIONAL MAGAZINE! 
Men read Esquire—page after page, section 
after section, for information on how to do, act, 

buy. 
For this selective kind of appetite, Esquire 


faq wure ...the 


selects, wraps up, delivers a unique audience; 
more than 750,000 men who lay 50¢ on the line 
every month—or six big U. S. bucks per year. 


Esquire’s all-time high in circulation! 
And look what Esquire gives you on the house: 
9 extra readers per copy! You can count them, 
no fooling, in documented research available 
for your inspection. 

How do you like that—a 7,500,000 reader 
market in a 50¢ service magazine* for men? 

Yes, it pays, pays, pays to advertise in 
Esquire—the service magazine* for men! 


Service Magazine’ for Men 


tising 
es’! 


EXAMPLE: 


Esquire Advertising Sells 
Hobby-Goods! 


Yes—there are a heap of hobby- 
happy, gadget-happy readers 
studying Esquire’s pages. With 
a 70-line ad last spring, the 
Wolk Camera Company sold 
more than $3,000 worth of a 
$13.95 accessory —outpulling 
the same ad in purely photo- 
graphic magazines by nearly 
four to one! Yes—there’s po- 
tent sell in the pages of “the 
service magazine* for men!” 


Why Those 750,000 Men Will 
Lay 50¢ on the Line for the 
NEW JUNE ESQUIRE: 


BERMUDA WEEK END—FEsquire takes you ona 
glamorous jaunt to the playland of the 
Western World. It’s an exciting eight-page 
saga of travel and fashion. Gives you a 
wrap-up of the correct take-it-easy wardrobe, 
And it’s the perfect peg on which to hang 
merchandising plans of advertisers in 

every classification. 


PERSONAL BEHAVIOR OF DR. KINSEY — 
Richard E. Lauterbach wrote this revealing 
profile of the man who jolted the world with 
his startling book on male sexual behavior. 
It’s timed to synchronize with the near- 
future release of Dr. Kinsey’s new book 
about the behavior of women. 


THE GREAT AUTOMOBILE STORY—covers the 
era of the gasoline buggy from Duryea’s 
first car in 1893 to the latest 1950 models. 


SIDNEY FRANKLIN + BEN AMES WILLIAMS 
ROBERT M. COATES + MAX MURRAY 


*Service Magazine: 
a publication serving useful, 
potent, buying information 
to a select audience. 
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HERE’S THE STORY BEHIND ONE OF THE 


HOTTEST PYREX® PROMOTIONS OF THE YEAR! 


Bert Greehey is the Corning Glass salesman in the Phila- 
delphia area. Not long ago he saw an advance proof of 
the Pyrex advertisement scheduled for the May 6 issue of 
The Saturday Evening Post. 

What he saw got him excited. He went to Philadelphia’s 
four top department stores: Gimbel Brothers, John Wana- 
maker, Strawbridge & Clothier, and Lit Brothers. They got 
his point. All four went all out on a Pyrex promotion based 
on the Post ad. 

Gimbels set up three special Pyrex displays—one on the 
main floor near the 8th Street entrance. Telephone-order 
girls plugged in on the promotion. Floor girls routed cus- 
tomers to it. Gimbels’ television show featured it. 

Wanamaker’s set up three extra displays, including one on 
the main floor. They ran a quarter-page newspaper tie-in ad. 


Lit’s put up a special display in their glasswares department. 
Strawbridge & Clothier installed a sales-boosting display 
on their housewares floor. 

When the four top department stores in the same city go 
to town promoting the same products, using the same ad 
from the same magazine, it’s no coincidence. It’s because 
they know from experience Post advertising and Post promo- 
tions are the greatest double-barreled sales weapon there is. 

What are the reasons for the Post’s unmatched ability to 
sell goods? People spend more time with the Post. They 
return to it more often. They believe it more reliable. They 
pay more attention to Post advertising. And they have 
greater confidence in products that are advertised in the 
Post. For complete documentation of these statements, con- 
tact your nearest Saturday Evening Post representative. 


) 


STRAWBRIDGE & CLOTHIER: “Our Post Pyrex promotion really did a fine job 
in arousing customer interest and increasing sales of the products featured in 
the advertisement. The results were most satisfactory.” 


GIMBEL BROTHERS, Philadelphia: “There was more interest shown by cus- 
tomers in Pyrex during the week of our Saturday Evening Post promotion 
than at any time we can recall.” 
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JOHN WANAMAKER, Philadelphia: “Our display and quarter-page news- 
paper ad tying in with Pyrex’s ad in The Saturday Evening Post moved a lot 
of merchandise. We had a very good week.” 


LIT BROTHERS — Samuel Moss, china and glassware buyer: “Our Pyrex pro- 
motion featuring the ad in the Post was very successful. We are happy to say 
that sales of Pyrex items increased about 20 per cent.” 
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Street & Smith 
Printing Moves 
to McCall Plant 


New York—Street & Smith 
Publications Inc., publisher of 
Charm, Mademoiselle, and other 
magazines, is disposing of its 
printing plant in Elizabeth, N. J., 
and, beginning with the August 
issue of Living for Young Home- 
makers and the October issues of 
Charm and Mademoiselle, all 
printing operations of those maga- 
zines will be transferred to the 
McCall Corp.’s plant in Dayton. 
McCall has been handling part of 
Street & Smith’s printing since 
June, 1946. 

Street & Smith’s other publi- 
cations, Air Traiis Pictorial and 
All Star Sports quarterly, will re- 
main with Art Color Printing Co., 
Dunellen, N. J., and Astounding 
Science Fiction will continue to 
be printed at the Rumford Press, 
Rumford, N. H. 


s In making the announcement of 
the change, Gerald H. Smith, pres- 
ident of Street & Smith, said that 
every feasible avenue had been 
explored in an effort to take care 
of additional printing needs within 
the existing plant before the trans- 
fer was decided upon. In addition, 
he said that the company would 
make every effort to place the 
Elizabeth plant’s personnel in Day- 
ton, or to help the employes to 
find employment elsewhere. 
Street & Smith was established 
95 years ago and was the original 
publisher of Buffalo Bill, Frank 


Merriwell, Horatio Alger and a/ 


number of pulp and comic maga- 
zines. It abandoned the pulp and 
comic field last year (AA, April 
18, *49). Much of the equipment 
in the Elizabeth plant will be 
moved to McCall’s Dayton plant 
and the remainder will be sold, 
Ralph R. Whittaker Jr., vice-pres- 
ident of the company, told AA. 


#'McCall Corp. now prints about 
a dozen magazines for other pub- 
lishers in addition to its own pub- 
lications, which include McCall’s, 
Redbook, Blue Book, and a num- 
ber of pattern catalogs. 

Among other magazines which 
it prints are: Christian Herald, 


A LEADER 
IN FLORIDA 


The St. Petersburg TIMES 
carried more TOTAL Adver- 
tising in 1949 than ANY other 
Florida paper, except ONE... 
and that one ranked 5th 
among ALL papers in the 
U.S. (E&P 3/18/50) 


The St. Petersburg TIMES 
led every paper in Florida, 
except one, in LOCAL DIS- 
PLAY ADVERTISING. 


Local Display is an excel- 
lent barometer of dealer activ- 
ity ... and active local dealers 
mean HIGH SALES for NA- 
TIONAL ADVERTISERS! 


ST. PETERSBURG -FLORIDA 


~~ TIMES ~~ 


Elks Magazine, Friends, News- 
week, Outdoors, Outdoor Life, 
Progressive Farmer (covers only), 
Popular Science, Reader’s Digest 
(covers and some of the interna- 
tional editions), Today’s Health, 
and U. S. News & World Report. 


Graphic Arts Awards Given: 
Schedule Exposition 

National Graphic Arts Exposi- 
tion awards named three artists 


as winners in the poster competi- 
tion. Louis C. Dvorak, Berwyn, IIl., 


received first prize, $500; R. 
Thomas Schorer, Chicago, second 
prize, $250, and Victor Trasoff, 
third prize, $100. 

The sixth educational graphic 
arts exposition, sponsored by 
NGAE, will be held in Interna- 
tional Amphitheater, Chicago, 
Sept. 11-23. 


George Lichty Joins R&R 

George E. Lichty, former account 
executive with Grant & Wadsworth, 
New York agency, has joined the 
copy department of Ruthrauff & 
Ryan, San Francisco. 


Rod MacDonald Joins FC&B 
Rod MacDonald, former produc- 
tion manager of the San Francisco 
office of Biow Co., has joined the 
media department of Foote, Cone 
& Belding, San Francisco. He has 
been succeeded at Biow by Walter 
Utterback, formerly with Pacific 
Advertising Staff, Oakland. 


Canned Rice Pushed in Canada 

Mount Royal Rice Mills, Mon- 
treal, is promoting a new food 
product, canned rice, via news- 
paper copy and radio commercials 
in Canada. The contents of the 
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can are crumbled into a strainer 
which is immersed in boiling water 
for 30 seconds, after which the 
rice is ready for serving. The Mon- 
treal office of McKim Advertis- 
ing handles the account. 


Galter Appoints Burton 

John H. Burton has been named 
assistant to Harold Rubin, gen- 
eral sales manager of Galter Prod- 
ucts Co., Chicago, manufacturer 
and licensee of “Hoppy” cameras 
and field glasses. Mr. Burton was 
formerly district sales manager for 
Hoppy wallets and belts. 


Is the Supreme Court 


Fighting a Phantom 


Some of the recent decisions of the 
Supreme Court have shattering im- 
plications for the future of business. 
And for the course of law. 

As one anti-trust case follows an- 
other, and interpretations of the sixty 
year old Sherman Act grow tougher, 


no’ business 


tainty where he stands. 

The top three or four companies 
in every great industry seem to be 
living on borrowed time. And thou- 
sands of sales managers and purchas- 


in its drive against Big Business? 


man knows with cer- 


ing agents are probably breaking the 
law every day . . . simply by doing 
business in ways always thought fair. 

To begin with, the Sherman Act 
meant that companies guilty of re- 


straint of trade were violating the 
law. And the guilt had to be proved. 
Next, the Court decided that intent 
to act as a monopoly was all that was 
necessary to violate the Sherman Act. 
Now the whittling has gone further. 
It is enough merely to have the power 
to act against some possible future 
competitor who may not even exist 
. today. Mere bigness itself seems to 
be the crime. The disquieting point 
of the recent rulings of the Court is 
that they are aimed at the future... 
at prevention, not punishment. 
This is the trend of the govern- 
ment’s anti-trust drive as Harold 
Fleming traces it in the current 
Harper’s. Mr. Fleming, a long-time 


reporter on 


business and finance, 


puts some of the key decisions side 
by side and unlimbers them from the 
straitjacket of legal verbiage. 

The “old” Court, he points out, 
sometimes undid what Congress had 
done. The “new” Court is, in effect, 
making the law . . . not as Congress 
planned it, but as Congress refused 
to pass it. /t is usurping the legislative 
power of Congress. 

More, the Court is acting with 
astonishing frivolity, he says, in a 
field which it is not equipped to study 
or understand. 

When the Court, by a mere 5-4 
majority upset the legality of thou- 
sands of dealer contracts, Justice 
Jackson said, in dissenting: the judi- 
cial process “is not well adapted to 


the exploration of such industry-wide 


and even nation-wide questions.” 
The Supreme Court came directly to 


~ 
THESE CARICATURES SKETCHED 
FROM LIFE BY OSCAR BERGER 


the point in the Columbia Steel case: 
“Tt is not for the courts to determine 


the course of the Nation’s economic 


development.” Yet that is exactly 
what the Court is doing. 


What is behind the strenuous drive 


against big business? Mr. Fleming 
says it is fear. 


Americans have always worried 


about big business as a problem. Like 
drink. ‘ 


Remembering the rapacity of some 


of the companies of the past, they 
have a widespread fear that big busi- 
nesses can even now shoulder the 
little ones off the road . . . that in 
another twenty-five years, too few 
companies may control too much of 
the country’s capital. 


Is this a reasonable mistrust, or is 


the Court fighting a phantom? Flem- 
ing digs into the government’s own. 
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AMA ‘Journal’ Cites 
Link Between Cancer 
of Lung and Smoking 


CxHIcAGO—Two reports in the 
May 27 issue of the Journal of the 
American Medical Association in- 
dicate that there is a significant 
relationship between excessive and 
prolonged use of tobacco—especi- 
ally cigarets—and cancer of the 
lung. 


The doctors who conducted the 
St. Louis study conclude that, “in 
general, it appears that the less a 
person smokes the less are the 
chances of cancer of the lung de- 
veloping. The more heavily a per- 
son smokes the greater are his 
chances of becoming affected with 
this disease.” 


ws The other report, on a study 
of hospital patients in Buffalo, 
indicates. that cancer of the lung 
occurs more than twice as fre- 


quently among those who have 
smoked cigarets for 25 years than 
among other smokers or non- 
smokers of comparable age. 
Although the Journal published 
both articles on the relationship 
between: lung cancer and tobacco 
smoking, it is not expected to ban 
cigaret advertising. A spokesman 
for the association pointed out 
that both studies show the danger 
lies in excessive and prolonged use 
of cigarets and other tobacco prod- 
ucts, not necessarily in moderate 


nor minimal smoking. Even some 
foods can have ill effects if taken 
to excess, he pointed out. 


Natcon Switches to Hoyt 

Natcon Industries, New York, 
has appointed Charles W. Hoyt, 
New York, to handle advertising 
of two subsidiary companies, Hir- 
estra Laboratories, New York, 
manufacturer of beauty creams, 
and Kathleen Mary: Quilan Inc., 
New York, general cosmetics. 
Mumm, Mullay & Nichols pre- 
viously serviced the accounts. 


statistics and decides much of the 


“upward spiral of monopoly power” 


is a legal fiction. 


Big businesses are growing bigger. 
But small and middle-sized firms 
have actually grown faster than big 
ones. In the tobacco case, the little 
fellows tripled their share of the 


cigarette business during the period 


under review. In the A & P case, the 
chain’s share of the nation’s grocery 


business actually fell. 


There seems to be a dynamic sta- 
bility operating in business, as in 
nature. Bigness seems to fit some 


businesses, and has often brought 


lower costs, improved production, 
better living. In other fields, big busi- 


nesses can’t compete with little ones 
any more than foxes can compete 


with chipmunks. 


Mr. Fleming’s article is important. 
It is lucid, authoritative, a sober sum- 
ming up of an issue confused in the 
public mind by its legal complexities. 


It is doubly important because, in 
Harper’s, it will make opinion. For 


Harper’s is read by people who 
speak, write, edit, preach, teach, 


manage and govern. We call them 
“dealers in ideas” because they have 
so profound an influence on what 


the people think. 


If you haven't read 
Harold Fleming’s article, 

THE SUPREME COURT AND 
Bic BusINEss in 
June Harper's, write for a copy. 
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49 EAST 33rd STREET, NEW YORK 16, N. Y. 


They're prosperous: 

7 OUT OF 10 HARPER FAMILIES 
HAVE INCOMES OF $5,000 OR MORE 
24% HAVE $10,000 OR MORE 

7% HAVE $20,000 OR MORE 


They’re educated: 
9 OUT OF 10 HAVE BEEN TO COLLEGE r ; 
They’ re important: wt 
3 OUT OF 4 HEADS OF HARPER FAMILIES ARE 
EXECUTIVES, PROPRIETORS OR PROFESSIONAL 


They travel: 


8 OUT OF 10 TOOK A VACATION LAST YEAR; 
1 OUT OF 3-WENT ABROAD IN THE PAST 3 YEARS 


Who Reads Harper's? 


iA 


: 


read Harper's: 52% MEN 48% WOMEN 


. 


: 


E-S> COMING IN OCTOBER... 


FHfarper’s 


Centennial 


Issue 


35 
Haring Joins Sutton 


William F. Haring, formerly 
with McGraw-Hill Publishing Co., 
New York, has been appointed dis- 
trict manager of Electrical Equip- 
ment and Contractors’ Electrical 
Equipment, published by the Sut- 
ton Publishing Co., New York. Mr. 
Haring’s territory will be New 
Jersey and eastern Pennsylvania. 


Thorobred Names Gerding 


Jules C. Gerding has been ap- 
pointed assistant to the president 
of Thorobred Co., Cincinnati, man- 


-| ufacturer of dog food products. Mr. 


Gerding has been consultant to 
the company for several months, 
recommending manufacturing and 
merchandising procedures for ex- 
panding the Thorobred line. 


Simon & Smith Gets Two 


J. Neils Lumber Co., with mills 
in Libby, Mont., and Klickitat, 
Wash., has named Simon & Smith, 


 |Portland, Ore., to handle its ad- 


‘\ 


a 


? 


ee 


—— 


vertising. Kim Hotstart Mfg. Co., 
Spokane, maker of engine pre- 
—- also has named Simon & 


NAMOUUS 


In 1927 television by radio 
was demonstrated — both 
image and sound on the 
same frequency band by a 
single transmitter. 


* 
Blair-TV Inc. was the first 
exclusive representative of 
television stations.T he first 
company to recognize and 
act on the television sta- 
tions’ real need for hard 
hitting, single minded, ex- 
clusive representation. 
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Along the Media Path 


@ What probably classified as the 
most unusual party ever presented 
by a publication for its adver- 
tisers and prospects was the huge 
party given by Radio & Television 
News, a Ziff-Davis publication, for 
those attending the radio parts 
distributors conference and show 
in Chicago the week of May 22. 

Instead of the activities which 
Radio & Television News has en- 
gaged in heretofore to mark the 
big show, such as production of a 
daily for those in attendance, Ziff- 
Davis this year decided to put on a 
party. It started out with a hotel 
ballroom, and finally wound up by 
taking the Chicago Coliseum, 
which once upon a time housed 
circuses and now handles such 
room-requiring events as roller 
derbies. For the benefit of 1,500 
or more convention visitors, Ra- 
dio & Television News put on a 
full-scale card of three wrestling 
matches, including an Australian 
tag team match and winding up 
with Gorgeous George, “the toast 
of the Coast,” in an hour struggle 
with Cyclone Anaya. 

P.S. It was a draw; after one 
fall each they threw each other 
out of the ring and neither could 
get back in before the referee 
counted them out. 


e More than 1,000 advertising men 
took part in the 1950 Hoard’s 
Dairyman cow judging contest. 
E. T. Leavitt of International Har- 
vester, Chicago, who won fourth 
place in the 1948 contest, proved 
himself a consistently good judge 
of cow flesh by winding up in 
first place this year. 

Other winners included Doyl 
Lott of Reo Motors, Lansing, Mich., 
second place; Henry M. Stevens, 
Campbell Soup Co., Camden, N. J., 
third place; E. C. Oppenheim of 
New Idea, Cold Water, O., fourth 
place, and Robert H. Spry of Funk 
Bros. Seed Co., Bloomington, IIL, 
fifth place. 


e@ Woman’s Home Companion has 
issued a “success story” brochure 
about the results obtained from 
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its recent merchandising of “Lit- 
tle Companion Pieces,” children’s 
sun dresses and blouses, Thus far, 
$205,000 worth of children’s sep- 
arates have been sold through the 
314 stores which cooperated in the 


. promotion. 


The magazine, incidentally, has 
sent advertisers and agencies a 
new promotion piece titled, “The 
Biggest Story in the Business.” 
The folder reports that, in the 
eight-year history of Companion 
public service articles, the mag- 
azine has received more than 
1,150,000 requests for reprints, and 
that Companion articles have been 
reprinted in Reader’s Digest 32 
times. 


e Gulf Publishing Co., Houston, 
has issued a new brochure, “Com- 
posite Catalog Data,” which de- 
scribes in detail the function and 


or 


operation of the “Composite Cata- 
log of Oil Field & Pipeline Equip- 
ment.” The volume contains the 
catalogs of 498 companies which 
distribute their individual catalogs 
through the Gulf Publishing Co. 
Copies of the brochure are avail- 
able on request to advertising 
agencies and oil equipment manu- 
facturers. 


e@ There are many mansions on 
America’s hilltops, Product Engi- 
neering admits, but asks, “Have 
you seen any new ones lately?” 
The question opens a discussion 
of the publication in a new folder 
issued by McGraw-Hill. 


@ Women’s Wear Daily is putting 
the finishing touches to a special 
section, “Merchandising fall fab- 
rics over-the-counter,” which will 
appear in the June 19 issue of the 
publication, Items covered editor- 
ially will include fall prospects, 
trends in fabric sales, price trends, 
fashion trends, plus special treat- 
ment of fabric selling points and 
merchandising features. 


e The San Francisco Examiner 
also has selected June 19 as a red 
letter day. In the morning of that 
day, it will ring a school bell—for 
its fourth annual all-free baseball 
school. College and high school 
coaches, ex-big leaguers and mem- 
bers of the Seals baseball team will 
instruct the future Babe Ruths and 
Lou Gehrigs in fundamentals of 
the game. From June 27 to July 
5, the “school” will tour northern 
California communities. 


@ The Bridgeport Sunday Herald 
has launched a jackpot jigsaw con- 
test and will call persons all over 
the state of Connecticut each week 
in an attempt to find someone who 
can identify the jigsaw puzzle. 
Weekly prizes include appliances 
worth $1,000, which are featured 
editorially in the paper. 


e@ Thirty-six men in white caps 
welcomed 50 other men in white 
caps into an exclusive organiza- 
tion in Long Beach, Cal., on April 
26. The organization is “Chefs 
Anonymous Ltd.,” an outgrowth of 
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/@ popular Press-Telegram Sunday 


feature, “Chef of the Week.” 
Mildred K, Flanary, conductor 


of the food feature column, signed 


appropriate awards of merit for 
the new members. The awards 
certified that each recipient “has 
met successfully and cum laude al] 
requirements for fellowship in 
Chefs Anonymous ‘Ltd.” and that, 
“as a result of his efforts, he is 
thoroughly qualified to preside at 
any range, be it wood, gas, electric 
or barbecue.” 


e Effective with its January, 1951, 
issue, True will boost its circula- 
tion guarantee from 1,200,000 to 
1,500,000. The publication’s net 
paid circulation for the first three 
months of 1950 averaged 1,618,510, 


@ The Minneapolis Star and Tri- 
bune have adopted new, easier- 
to-read body and headline type 
faces. The morning and Sunday 
Tribune now use Vogue and Fu- 
tura faces for capital and lower- 
case headlines, replacing Chelten- 
ham and Gothic. Body type has 


KEEPING. It was explained to her that products 


must be good products to be advertised on its pages. 


my question, who 


“Why, I’ve heard about that,” said Elsie, “but 


surely there’s no doubt about my reputation for 


goodness, or Borden’s, either.” 


Heavens, no, we told her. It was simply our rule, 
since millions of American homemakers rely on 


pretty fussy about 


In the Snack Bar Elsie surprised some friends. “What are you 
doing,” cried Elsie, “eating at this time of day?” 


“We're a Taste Jury. We're trying some cookies that were prepared 
from one of your recipes, Elsie, to make sure before we publish it 


Elsie and her escort arrived. “Say,” she mooed, “this place is as 
spic-and-span as those plants where they bottle my milk.” (A plug 
for Borden’s, What a sales-girl!) Like any other woman, Elsie was 


cleanliness. 


that the results are tasty.” 


"I’m glad they investigated me,” 


af Hut who investigates 


It all began when Elsie learned that some of her 
products had been investigated by GOOD HOUSE- 


GOOD HOUSEKEEPING and the Guaranty Seal. 
But her products had scored high, we reported. 


“All very well,” said Elsie. “But, if you don’t mind 


investigates you? Can 1?” 


Why, we’d love to have you, we told her. We'd like 


all of our advertisers to visit the Laboratories of the 


“That’s a funny set of gadgets,” Elsie said. “What have t 
got to do with my products?” We explained that the instru- 
ments helped us to check the behavior of 
under different climatic conditions. 


Good Housekeeping Bureau and Institute. And 


since Elsie was curious, she came to see us. 


ae 
a is 


hey 


packaged foods 


Then Elsie saw a girl washing clothes in a room that seemed 


to be just full of newest-model washers and ironers. “Hello, 
Elsie,” the girl said, “I’m one of GOOD HOUSEKEEPING’s 


staff of home economists, and this is where we investigate 
pe ee | equipment, and soaps, and detergents, and fabrics 


all sorts of things that go into good housekeeping!” 
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been increased from 7pt. Regal #2 
to 8pt. Regal #2. Eight point body 
type also has been adopted by the 
Star, although the Star has decided 
to retain its Cheltenham headlines. 


e On April 1, the Denver Post in- 
vaded Raton, Las Vegas, Santa Fe 
and Albuquerque, N. M., with the 
first copies of its “New Mexico 
airborne edition,” printed in the 
Post’s new $6,000,000 Denver 
plant at noon daily, and de- 
livered in New Mexico the same 
afternoon, by Continental Air 
Lines. 

A typical Thursday issue of the 
air-delivered edition weighs about 
3,044 pounds, of which 1,537 
pounds go to Albuquerque; 598 
pounds to Raton; 546 to Las Vegas 
and 363 to Santa Fe. 


e Fawcett Publications’ Mech- 
anix Illustrated set a circulation 
record of 908,015 copies with its 
March issue. For the first six 
months of 1950, the publication’s 
net paid circulation averaged 866,- 
087. 


@ Station WQXR asked Pulse Inc. 
to gather data on listener char- 
acteristics. A random sample of 
proven WQXR listening families 
and an equal number of families 
which never tune to WQXR were 
asked for information on size of 
family, age group, occupation, ed- 
ucation, income, radio station pref- 
erences, etc. Results are included 
in a new booklet published by the 
station, “So...Who Listens to 
WQxXR?” 


e@ The June issue of Country Gen- 
tleman will carry more advertis- 
ing linage than any June issue in 
the publication’s history. Revenue 
from the ads in the June issue also 
will set a new record. 


e The Review, East Liverpool, O., 
celebrated the opening of its new 
$400,000 building with an open 
house for the families of employes 
and the community in general. Vis- 
itors received a special 24-page 
souvenir plant tour booklet, and 
all members of the staff were given 
the answers to all expected ques- 


tions. 

New equipment includes two 
16-page Unitubular Goss presses 
and two Linotype machines. Com- 
pletion of the building marked the 
second step in the modernization 
program of the Brush-Moore 
Newspapers of Canton. The Can- 
ton Repository now is undergoing 
a similar face lifting treatment. 


e Station WNAX, Yankton, S. D., 
persuaded 9,219 bowlers from Min- 
nesota, the Dakotas, Nebraska and 
Iowa to participate in its five- 
state bowling tournament, finals 
of which were held in Sioux City 
April 15-16. In terms of the num- 
ber of contestants, the WNAX con- 
test was second only to the Amer- 
ican Bowling Congress classic. 


e CBS President Frank Stanton 
has written a letter to advertisers 
and agencies designed “to elimi- 
nate confusion” from conflicting 
network leadership claims. Mr. 
Stanton argues that such claims 
should be based on 1950 informa- 
tion, rather than 1949 figures. 


e Sixty new advertisers have 
bought space in the columns of 
Family Circle this year, and rev- 
enue for the first six months of 
1950 reached a new high of $2,- 
052,000, up 32% from the figure 
for the same period last year. Kro- 
ger, incidentally, has boosted its 
order for copies 25%. It will take 
500,000 copies of the June issue. 
Rates, however, still are based on 
the current circulation guarantee 
of 2,100,000. 


e@ The St. Paul Dispatch and Pio- 
neer Press distributed copies of the 
1950 St. Paul consumer analysis at 
luncheons for advertisers and 
agency men in New York and Chi- 
cago in the past two weeks. Harold 
E. Stassen told the 200 New York 
guests that selling the American 
economic system is the greatest 
contribution they can make to- 
ward winning the cold war. Bern- 
ard H. Ridder, president of the 
newspapers, addressed the Chicago 
guests. The luncheon wound up 
the 101st anniversary celebration of 
the Pioneer Press. 


cried Elsie, 


GOOD HOUSEKEEPING?” 


i 


Elsie learned that, in the Textile Laboratory, fabrics of all kinds 
are investigated. They may be checked for fume-fading, sun- 
fading, crease-resistance and shrinkage; they will be washed 
and re-washed and checked again and again. A product has 
to be good to earn our Guaranty, the experts explained. 


“What goes on here?” asked Elsie when they reached the Chem- 
ical Laboratories. The chemist said: “This is where we checked 
random samples of your products, bought right off the grocers’ 
shelves, for their chemical content—butterfat, dextrose, and so 
on.” He grinned, and added: “You did well, Elsie.” 


* 
A.t<* 


eee 


tte 


“Well, I must say I’m impressed,” Elsie admitted. “You folks 


at GOOD HOUSEKEEPING certainly are thorough. I think every 
woman in America would enjoy knowing about your investi- 
gations and how you protect the Guaranty Seal.” We agreed. 
Then we thanked Elsie warmly and presented her with a large 


red Guaranty Seal for her boudoir. 


a el -— . 
“Why, there’s Beauregard!” cried Elsie. Of course, it wasn’t really 
Beauregard, but one of the life-like dolls which GOOD HOUSE- 
KEEPING has in its Baby Center. It was here, Elsie was told, that 
young mothers come for advice on how to keep baby well and 


happy. Elsie seemed pretty pleased by what she. saw. 


The product that has it, earns it! 


GOOD HOUSEKEEPING 
Homemakers’ Bureau of Standards 
57th Street at 8th Avenue 


“Now what is that?” the bovine beauty exclaimed at the Good 
Housekeeping Beauty Clinic. She learned that cosmetics and other 
beauty aids were investigated there by actual use. “A little out of 
my line,” Elsie conceded, “but I can see how this kind of editorial 
thoroughness attracts your millions of readers.” 


: 


“I’m very glad,” Elsie said, as she left us, “that 
you investigated me. And thank you for letting 
me investigate you!” 


Everybody was happy about everything. 


¢ New York 19, N. Y. 


FOR YOUR 
OUTDOOR 


DISPLAYS 


OUTDOOR 
BOARD 


* 23 WHITER 
* ¢724 CHEAPER 
*¢¢3 SMOOTHER 


NO VARNISHING OR 
PARAFFINING NEEDED 


Now, have outdoor displays that 
look brighter, last longer. and 
COST LESS! They are yours with 
H,O-PRUF — water proofed by 
beater impregnation, making the 
water-proofing agent an integral 
part of the board. New H,O-PRUF 
is impervious to weather —no 
further impregnation or paraffin- 
ing required. 

The new board is whiter — 
your colors snap out! The new 
board is smoother — for perfect 
reproduction! The new board is 
proven — by 24 months of test- 
ing. 

STOCKED IN CHICAGO AND ON 
EAST COAST IN A SIZE AND PLY 
TO MEET YOUR NEEDS 


28 x 24—.030 White 2 Sides 
60 x 45—.030 White 2 Sides 
28 x 44—.036 White 1 Side 
60 x 45—.036 White 1 Side 
57 x 45—.075 White 2 Sides 
57 x 45—.100 White 2 Sides 


Also made in any size and 
thickness from 4 ply (.015 pt.) 
up to 41 ply (.130 pt.). 


. 

White us or see your paper job- 
ber for H2O-PRUF samples. Soak in 
water for 24 hours or a week. Satisfy 
yourself. Then specify H2O-PRUF for 
finer displays at less cost. 


ay 


HOBART PAPER CO. 
111 W. Washington St. 
Dept. AA 
CHICAGO 2, ILLINOIS 
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Country Gentleman ran an article in its March issue, "Big Government Is In 
Your County, Too”... telling rural people how duplication and overlapping 
Government farm programs are wasting their taxes—revealed a grass roots 
analysis of one Illinois county that put the story in terms every individual could 
apply to local conditions. Response from shocked farmers was overwhelming! 


Wiser the first month alone, requests for reprints— 
and information for discussion groups—poured in from 
individual farmers and farm leaders in nearly 1,000 com- 
munities in all 48 states! 


New York State dairy farmer, Mr. Lewis Stratton, 
wrote and paid for an advertisement in two local 
newspapers, urging his neighbors to read the Country 
Gentleman article, compare conditions in their own 
county, then do something! 


An aroused North Dakota farm wife asked the price of 
reprints to distribute in her community: “I have just 
finished reading the article ‘Big Government’ and got so 
enthused that the idea came to me, get copies and mail 
them to my farmer friends. . . . Is it possible to get copies 
and if so, how much a copy?” 


Requests are still coming in heavily—with comments 
like these... 


From farm people: 


From Wisconsin: ‘“The article hits the nail on the head . . . 
I have written my Congressman.” From Iowa: “I would 


Country Gentlen: 


like to have the privilege of reprinting this article and 
distributing it at my expense.”” From Montana: “I took 
my copy to the local editor and asked him to work up a 
local version.” From Pennsylvania: “Your magazine is 
performing a wonderful service to the country in exposing 
the cost of the ‘free’ services.”’ From Illinois: ‘Every 
person interested in the welfare and freedom of our great 
agricultural system should read this article, and take 
heed.” 


From farm leaders: 


County agent: “‘I would like copies to distribute to various 
groups for discussion.”’ Agriculture college dean: “It is 
with considerable satisfaction that we note some person 
has leadership enough to put this in print.” State agri- 


_ culture official: “‘We are getting reports that this article 


has stimulated a lot of thinking on the part of farmers.” 
Farm Association official: ‘Feel that John Strohm and 
Country Gentleman deserve a citation for meritorious 
service to the nation.”” County agent: “Best article on 
government waste I have seen, outside of the Hoover 


Commission reports.” 


Strato 
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y run this ad 
Ne? 


ind | From business people: 


A drug official: ‘This is the first time that I have run ; Sa ree 
. jg ¢ across an article which has brought the subject down to a Pe 
ing specific locality. This specific statement is far more 
effective than the general statements, unsupported by 
eat | local examples, which most of us are prone to use.” .. . 
ike | Association official: ““We are sending 200 reprints to com- 
pany presidents suggesting that they may want to pass 
this along to their own field people.”’ . . . Railroad official: 
“Should like to reprint this splendid article in employes’ 
magazine published for 30,000 employes.”’ Manufacturer: 


2 “Every American should have an opportunity to read it.” 
a 2 Reasons Why 


le | Farmers Responded So Powerfully: 


First, because no big group in America hates waste more than 
nd farmers... because farmers are entrepreneurs owning nearly 
6,000,000 of the nation’s 10,000,000 independent businesses 
--- because farmers’ own Federal income taxes have increased 
ON | 5300 percent since 1941—and... 


er Second, because the story of Big Government appeared in 
Country Gentleman. 
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Avrig2an Joins Maish 

E. P. Avrigean, formerly assis- 
tant to the sales promotion and 
advertising manager of Diebold 
Inc., Canton, O., has joined Jay 
H. Maish Co., Marion, O., agency, 
as account executive. 


Gets Rum Account 

A. & G. J. Caldwell, Newbury- 
port, Mass., distributor of rum, 
has appointed Badger & Browning 
& Parcher, Boston, its advertising 
and merchandising counsel. 


@RNSTAKING 


Dead Ad 


Too lifeless and cold 

Milady to hold, 

Dead ads succeed only in borin’ 
her. 

But what made it die? 

See that inquesting guy 

Called “The Creative Man’s 
Coroner”! 

Anprew T. HOowLertT, 

Ruthrauff & Ryan Inc., 
Chicago. 


As Mr. Howlett requests, his 
check for this poem will be 
written in invisible ink—and 
sent in an invisible envelope, 
too. 


More to Brisacher, Wheeler 


John More, formerly with Foote, 
Cone & Belding, has been ap- 
a copy director of Brisacher, 

heeler & Staff, Los Angeles. Prior 
to —— FC&B, Mr. More was 
vice-president and sales manager 
of Marshall & More Inc., radio, 
television and motion picture or- 


ganization. 


Maryland Marketers Elect 


T. F. C. Quinn, vice-president of 
Van Sant, Dugdale & Co., Balti- 
more, has been elected president 
of the Maryland Industrial Mar- 
keters, Baltimore chapter of Na- 
tional Industrial Advertisers Asso- 
ciation. Other officers are: Vice- 
president, Howard Williams, Pem- 
co Corp.; secretary, William Engel, 
Crown Cork & Seal, and treasurer, 
L. H. Denton, Baltimore Conven- 
tion Bureau. 


Apex Pushes New Watch Band 


Apex Accessories Co., Green- 
wich, Conn., affiliate of Apex 
Watch Case Mfg. Co., will intro- 
duce the Apex Quadra-Flex watch 
bracelet, using newspapers, radio, 
stuffers, broadsides, packaging and 
displays. Albert Weisberg is hand- 
ling the advertising. 


Oscar Mayer Names Laufer 


Thomas Laufer has been named 
art director of Oscar Mayer & Co., 
making his headquarters in Madi- 
son, Wis. Prior to joining Oscar 
Mayer, he was with Raymond 
Loewy Associates and McArthur 
Advertising Corp., New York. 
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at my house is reserved 


for Advertising Age!” 


onday Night 


Uv 


. so say many of the nation’s most successful advertising 


and sales managers who developed this wise habit early in their 


busy careers. 


“Can’t afford to wait a week, more or less, to see ‘pass along 


copies of AA at the office,” they assure us. 


And, furthermore, they don’t want to miss any of the ‘clip 
out’ items found in every issue. 


If you are now important to your company or advertising 
agency ...or soon hope to be... you will want a personal subscrip- 


tion too! 


ADVERTISING AGE 


NEW subscription 


Order Form... 


200 E. Illinois Street * Chicago 11, Illinois 
Please enter my personal subscription to ADVERTISING AGE for 


[) 1 yr. at $3 (52 issues) ((]) Payment enclosed 
[] 2 yrs. at $5 (104 issues) ([] Bill me 
C) 3 yrs. at $6 (156 issues) [7] Bill my firm 


(Nothing extra for Canada or Pan American Countries) 


Name Title. 

Firm —Business. 

Street 

City Zone__State__ 
But send my weekly copies to 


HOME ADDRESS 


6-5-50 
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The Eye and Ear Department 


radio. 


looked. 


the sending end to realize how 


what is going to be seen. 


It has long been felt that the eye is much more important than 
the ear and that, therefore, television would eventually supplant 


This Department has been, to some extent, in conflict with 
those who look upon television and radio as competing media. It 
has felt, instead, that TV is simply an extension of radio—is 
sound with sight added. As a result, it has never felt that TV would 
in any way supplant radio—it would simply evolve into listening 
plus looking. The radio audience would become the television 
audience—but would still be an audience that listened as well as 


One only has to be present during some technical difficulties at 


actually is, and how dependent it is on its elder brother. For 
when the picture goes, one can still follow the program with some 
degree of comprehension by listening. But when the sound goes, 
the picture might as well be turned off. It is impossible to make 
much sense, for example, out of watching a panel discussion and 
not hearing what is being discussed—or even of watching a tap 
dancer and not hearing the sound of his or her taps. 
Undoubtedly much of TV’s problems have lain in the field of 
what is presented to see—and undoubtedly this arises out of the 
fact that the technique of getting across entertainment (or an 
advertising message) through sound has been so well developed 
in radio. While improvement in visual presentation, therefore, 
should and must be carried on, it might be well for those engaged 
in TV not to overlook the fact that the audible presentation may 
quite possibly be more important than the visual in the ultimate 
communication. Certainly it would be foolhardy to neglect what 
is heard simply because of the fascination of playing around with 


much a part of radio television 


Tripled Electricity 
Power Ahead, Says 
‘Electrical World’ 


New YorK—Electrical World 
predicts that “during the 
next 15 years, growth in the 
national economy will require 
tripling existing electric generat- 
ing capacity.” 

This forecast, based on estimates 
prepared by the department of 
economics of McGraw-Hill Pub- 
lishing Co., projects a gross na- 
tional production, under full em- 
ployment conditions, of $335 bil- 
lion in 1965, nearly a third more 
than in 1950. 

Combined production in the ma- 
jor power consuming industries, 
(steel, paper, non-ferrous metals, 
chemicals, petroleum and _ coal 
products) it is estimated, will be 
17% higher in 1955 than in 1950. 
By 1960, the forecast says, the 
group should show a gain of 38% 
and by 1965, 57%. 

By 1965, the forecast says, the 
electricity generating capacity of 
this nation should be about 200,- 
000,000 kw., producing nearly 750 
billion kwhr. for an energy sale 
of about 650 billion kwhr., at a 
revenue of more than $10 billion. 
Today the capacity is roughly 63,- 
000,000 kw., the output 291 bil- 
lion kwhr., the sale 250,000,000 
kwhr., and the revenue $4.6 bil- 
lion. 


ws “By 1965, population will reach 
170,000,000, up 12%,” the predic- 
tion says. “There will be 4,500,000 
more people working. But they 
will work shorter hours. The big- 
ger national product will be turned 
out with only a nominal rise in 
total manhours worked, but with 
much more electric power per 
worker. Business is likely to add 
over $20 billion of capital equip- 
ment per year in this period. 

“New uses of electricity, such as 
house heating, the heat pump, 
television, the clothes dryer and 
high-frequency heating,” Electri- 
cal World says, “will require sig- 
nificant increases in generating 
capacity and in general system 
facilities in the next 15 years. And 
the possibility of other, now un- 
known, new uses appearing at any 
time cannot be ruled out.” 


s Additional predictions in the 
forecast include the following: 
Television receivers, now at 10% sat- 
uration, will reach 90% saturation in 1965, 
contributing 200 kwhr. per unit to the 
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average annual usage. 

An average electrically-heated home 
using 15,000 kwhr. per year, with as- 
sumed saturation of only 2% in 1965, 
would contribute 300 kwhr. to average 
annual use in that year. 

Over 1,000,000 electric ranges were sold 
in ‘49; 1,600,000 in '48. If saturation is 
raised from present 18% to 40% in 1965, 
this appliance will put 440 kwhr. into 
1965 average annual usage. 

Water heater saturation at present is 
about 10%. If saturation is 30% by 1965, 
it will add 1,080 kwhr. based on 3,600 
kwhr. unit annual consumption. 

Lighting in home and farm, about 450 
kwhr. in ’49, is assumed likely to be about 
700 kwhr. in 1965. 


Barber & Baar Elects 
Baar as President 


Barber & Baar Associates, New 
York, public relations, has elected 
Stanley Baar, formerly a partner, 
as president. The company was in- 
corporated recently as the succes- 
sor to Robins, Barber & Baar, with 
I. D. Robins continuing as consult- 
ing associate. 

Announcement was also made of 
the appointment of three vice- 
presidents and members of the 
board. They are: Edward Brause, 
formerly national editor of the 
New York Star; Joan Klein, for- 
merly with Fashion Advertising 
Agency, and Leo J. Turner, pre- 
viously with the United Press. 


Erwin, Wasey Appoints Four 

Erwin, Wasey & Co., Los An- 
geles, has named Whitney Hart- 
shorne general media _ director; 
Jack Schluter, radio and television 
time buyer, and James Rogers, 
manager of the service detail 
department with Danny Dugan as 
assistant manager. 


NEW JERSEY’S FOURTH LARGEST MARKET 


Bayonne 


EATS WELL 


Food Advertisers: — Bayonne folk 

spend *292.00 annually for Food — 

$78.00 MORE than the national aver- 

age .. . Get your share of this 40% 

better-than-average market and re- 
member... 

Bayonne - .. CANNOT BE SOLD 

FROM THE OUTSIDE 

* Source —Sales Management 

Send for the TIMES Market Data Book 
THE BAYONNE TIMES 


NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 
+ * 228 WM. LaSalle St., Chicago 
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Survey Shows Most 
Export Prices Are 
Same As Domestic 


New Yorxk—A survey of me- 
dium-size manufacturers regard- 
ing export pricing policies reveals 
that 77% maintain the same prices 
for export goods as for domestic, 
8% charge less, and 10% charge 
more. For those charging more, 
the average is 5-10% more, while 
those charging less average 10% 
less. 

The survey was conducted by 
American Exporter among a rep- 
resentative group of manufacturers 
of automotive, industrial, farm 
and electrical equipment and light 
machines throughout the country. 
More than 60% of those queried 
answered the questionnaire. 


s Asked if they charged extra for 
export packing, 64% replied that 
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they did, while 24% said they 
make no extra charge. 

The customary bases of export 
quotation, and the percentage of 
manufacturers using each are: 
FOB factory, 64%; FOB steamer, 
8%; FOB cars, shipping point, 
12%; FAS ocean shipping point, 
23%; CIF port of destination, 6%; 
whatever customer requests, 5%. 
(Some manufacturers use more 
than one basis of quotation.) 


Adcratt Club Elects Little 


Henry G. Little, executive vice- 
president of the Campbell-Ewald 
Co., has been elected president of 
the Adcraft Club of Detroit. Other 
officers are: John P. St. Clair, De- 
troit manager of Life, 1st vice- 
president; John W. Southworth, 
division manager of Shell Oil Co., 
2nd vice-president; William Hen- 
dricks, Station WXYZ, secretary, 
and Lawrence R. Nelson, senior 
vice-president and_ secretary- 
treasurer of Campbell-Ewald Co., 
treasurer. 


Buys Berkshire Agency 


George W. Whitney, Colebrook, 
Conn., has bought Berkshire Ad- 
vertising Associates, Great Bar- 
rington, Mass., from Edward 
Sam and Thomas Buchanan. 
Mr. itney said the agency, han- 
dling classified, display and di- 
rect mail, will continue to service 
all its accounts. Mr. Sampers has 
joined Horton-Noyes Co., Provi- 
dence. 


General Petroleum Ups King 

Cc. L. King, formerly Los An- 
geles district sales manager for 
General Petroleum Corp. of Los 
Angeles, has been appointed as- 
sistant to the manager of the com- 
pany’s advertising and sales pro- 
motion department. 


Gets Vilachrome Account 


Vilachrome Corp., producer of 
color prints, has appointed Gen- 
eral Advertising Agency, Holly- 
wood, Cal., to handle its adver- 
tising. Trade publications and di- 
rect mail will be used. 


Colgate Signs ‘Tello-Test’ 

Colgate-Palmolive-Peet Co., 
Jersey City, will sponsor “Tello- 
Test,” produced by Radio Fea- 
tures Inc., Chicago, five times 
weekly on the full Don Lee net- 
work of 45 stations beginning to- 
day (June 5). The program will 
be aired from 10:15-10:30 a.m., 
Monday through Friday. Sherman 
& Marquette, New York, is the 
agency. 


Names Ley & Livingston 

U. S. Latin Corp., Martinez, Cal., 
manufacturer of Pres-Stick ad- 
hesive, has named Ley & Livings- 
ton, San Francisco, its agency. 
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Fowler Appointed A. M. 

Archer-Daniels-Midland Co., 
Minneapolis, manufacturer of lin- 
seed and soybean oils, has named 
Gene Fowler, formerly account 
executive with Alfred Colle Co., 
Minneapolis agency, its advertis- 
ing manager. He assumes his new 
position June 19. Among the ac- 
counts Mr. Fowler handled at the 
Colle agency was Archer-Daniels- 
Midland. 


Names Brisacher, Wheeler 

Spice Island Inc., San Fran- 
cisco, has appointed Brisacher, 
Wheeler & Staff, San Francisco, to 
handle its advertising. 


in quantities 
WARES 


FOR ALL PURPOSES 


Shorp, clear, crisp! Prompt Delivery! 


8x10 genvine glossy photos 


hots MT TLE 
“3 MATIC CO. 


Ph: WH itehall 4-2930 
53-59 E. IMinois St. 
Chicago 11, Illinois 


IS THE SIX-TO-ONE WINNER! — 
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Year after year, in every listening study made, KMOx wins in a walk. And 1950 


is no different. The first Pulse of St. Louis proved it. The second confirms it.” 


Of the 504 quarter-hours all week long, KMOx wins first place in 418... 
585% more wins than any other station !* 


Of the total 240 weekday daytime quarter-hours, KMOXx wins first place in 200!" 


Of the top 10 locally-produced daytime programs, 9 are on kmox!’ 


It’s no news to us—but it’s new and further proof for advertisers—that KMOx 


always wins easily in St. Louis. That’s one good reason why KMox is the greatest 


selling force in Mid-America today. 


KM Ox “The Voice of St. Louis” 
Columbia Owned-+50,000 watts:Clear Channel 


*Report No. 1, Jan.-Feb. 1950; Report No. 2, Mar.-Apr. 1950 
*6:00 AM to 12:00 Mid., Sunday thru Saturday 


+6:00 AM to 6:00 PM, Monday thru Friday 
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CARTOONS 
FOR HOUSE ORGANS 
FOR NEW DIFFERENT TYPE CARTOON 
SERVICE AT LOW RATES. 
ALSO ORIGINAL PENCIL SKETCHES 
SUBMITTED WITHOUT OBLIGATION. 


ADVERTISING CARTOONS 
LET ME WORK WITH YOU ON IDEAS AND 
CARTOONS FOR ADVERTISING PROGRAMS. 
| FREE LANCE TO SOME OF THE LARGEST. 
SEND FOR PROOFS. 


for ever 20 years. 
J. A. PATTERSON" 2;,00% 227 Derr. 


Calitornia NIAA Reelects 


Fred Roper, Standard Oil of Cal- 
ifornia, has been reelected presi- 
dent of the Northern California 
chapter of the National Industrial 
Advertisers Association. John J. 
O’Rourke, Alport & O’Rourke Ad- 
vertising Agency, San Francisco, 
was reelected Ist vice-president, 
and Mildred Webster Crowhurst, 
McCarty Co., San Francisco, was 
reelected secretary-treasurer. 


Smith Forms Own Agency 


Robert H. Smith, formerly vice- 
president of Higgins-McArthur Co., 
Atlanta, has formed a new com- 
pany, Robert H. Smith & Sons, to 
engage in sales and advertising 
promotion. Offices of the new com- 
pany are at 56 Eleventh St., N. E., 
Atlanta. The company is affiliated 
with Foot & Davies Inc., printer 
and publisher. 


Form New Agency in Boston 


John N. Meissner, former New 
York and Boston advertising ex- 
ecutive, and E. H. Culver, formerly 
with Cory Snow Inc., Boston, have 
formed Meissner & Culver Inc., 
advertising. Their agency is lo- 
cated at 828 Statler Bldg., Boston. 


Ochoa to American Airlines 
Francisco J. Ochoa, formerly on 
the staff of La Prensa, Mexico 
City, has been appointed director 
of public relations of American 
Airlines de Mexico. He succeeds 
Luis de Guevara, who has resigned. 


GM Products Names Irwin 

E. W. Irwin, assistant zone man- 
ager of General Motors Products 
of Canada in Montreal, has been 
appointed manager of the recently 
merged advertising and sales pro- 
motion department. 
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N. Y. Model Agencies Told They Must 
Not Offer Certain ‘Accessory Services’ 


New York—Model agencies in 
this city must henceforth stick to 
merchandising services of the hat 
box trade, according to a decision 
made by City License Commission- 
er Edward T. McCaffrey. 

The commissioner’s action fol- 
lowed an investigation of model 
agencies started last September on 
complaints over “accessory ser- 
vices,” such as circulating cata- 
logs, charm schools and beauty 
accessories. 

“No more tie-in activities by 
model agents will be permitted,” 
the commissioner said, “and I 
think the whole picture will be 
cleaned up by the end of the sum- 


NEKTARVAKCTA 
© 


North Dakota has charms that no advertiser can afford to pass 
up — one of them is the state’s still better-than-average farm 
income. Where farm income is highest, all sales are better. In 
North Dakota you can get your share of this business by using 
the NORTH DAKOTA DAILIES, covering 90% of all rural, small 


town and city homes. 
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VALLEY city TIMES. 
BISMARCK TRIBUNE 
DEVILS LAKE JOURNAL 
THE FARGO FORUM 
GRAND FORKS HERALD 
JAMESTOWN SUN 
MANDAN DAILY PIONEER 
MINOT DAILy NEws 


RECORD 


mer, Any model who has a com- 
plaint to make, however, is wel. 
come to do so, and his or her 
identity will be kept secret.” 


es Mr. McCaffrey explained that he 
did not consider the accessory ac- 
tivities illegal in themselves, but 
that they were found “objection- 
able” by the license department. 

“It is the opinion of this depart- 
ment that all agencies dealing in 
the employment field should be re- 
strained from engaging in any 
profitable sidelines,” he added. 
“The temptation to press these 
sidelines on applicants for employ- 
ment is too attractive and, as has 
been found, too rewarding to be 
permitted.” 

The investigation involved 23 
agencies, two of which have not 
applied for license renewals. They 
are the Sepia Art Model Agency, 
which is going out of business, and 
Brandford Models Inc., which will 
be maintained as a charm and 
model school in the future. 

Three agencies have announced 
that they will discontinue catalogs 
with issues scheduled for Septem- 
ber publication. They are pro- 
hibited from soliciting pictures for 
these issues after June 1. The three 
agencies include: Walter Thornton 
Manager, Bonnie Kid Models, and 
the Institute of Models. 


s The license department has not 
relicensed the Grace Downs Agen- 
cy and Clyde Matthews Inc. pend- 
ing further investigation. The lat- 
ter agency has gone out of busi- 
ness. 

The law permits model agencies 
to take no more than 10% of the 
fees earned by their clients. The 
commissioner has also warned 
agencies that they must use a com- 
mission basis and avoid flat fees 
for taking photographs and circu- 
lating them. 

Giving the position of the Better 
Business Bureau of New York in 
a statement issued to AA, Hugh R. 
Jackson, president, said that the 
“parasitic element” operating on 
the legitimate model placement 
business is on the way out. 


@ Mr. Jackson said the Better Bus- 
iness Bureau had received “hun- 
dreds of complaints” over prac- 
tices in the model industry. 

“In addition to making the re- 
sults of bureau investigation avail- 
able to inquiring parents and to 
local authorities, the bureau has 
filed a formal complaint with the 
Federal Trade Commission against 
one of these agencies and has been 
advised that an investigation will 
be instituted,” he said. 

The bureau’s president did not 
disclose which agency was the 
subject of the complaint. He com- 
mended the action of the license 
department and predicted an early 
cessation of exploitation in the 
industry by “greedy opportunists.” 

Both industries, the report says, 
anticipate an excellent year in 1950 
with production expected to ex- 
ceed 1949 levels. 


Motor City and 3 Others 
Appoint Ross Agency 


Motor City, Portland, Ore., new 
$100,000 automobile center, will 
advertise through Ross Advertising 
Agency, Portland. The center fea- 
tures eight gasoline stations; new 
three-minute car washing serv- 
ice; electric shavers, lotions and 
hair tonics in men’s restrooms, and 
cologne, deodorant and 15 shades 
= nail polish in ladies’ rooms, all 
ree. 

Ross also was named by Oregon 
Venetian Blinds, Marks Motors 
and Knight Shoe Co., to direct 
their newspaper and radio adver- 
tising. 


Raymond Loewy Moves 

Raymond Loewy Associates, 
New York, has moved from 580 
5th Ave. to 488 Madison Ave. 
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with over 7 million sales messages in 
be the First 3 Markets of the country. 


arly In the marketing areas of New York, Chicago and Philadelphia 
sts.” where nearly ¥ of all the U.S. families live, and over ¥ of all 
_ U.S. retail sales are made. First 3 Markets Group delivers 


a heavily concentrated circulation in excess of 7,000,000. 


: ‘ag 4 New York Sunday News 

| Chicago Sunday Tribune 
Lm 3 . ! Philadelphia Sunday Inquirer 
, all § : 2 ~ 


Rotogravure « Colorgravure 


_ ; MARKETS GROUP — Picture Sections » Magazine Sections 


New York 17, N. Y., News Building, 220 East 42nd Street, VAnderbilt 6-4894 ° Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
580 § San Francisco 4, Cal., 155 Montgomery Street, GArfield 1-7946 >. Los Angeles 17, Cal., 1127 Wilshire Blud., MIChigan 0578 
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produced by the other 


duced nearly twice the 


“FOR HALF THE COST... 


This little story has to do with a classified advertiser 
who used the same copy in two advertising papers— 
4” in ADVERTISING AGE, 5” in the other. Result: 
ADVERTISING AGE produced 32 sales against 18 


In recapitulation, the advertiser reported: “Thus, 
for about half the cost, ADVERTISING AGE pro- 


three times the gross profit.” 

Yes, it does pay to use classified—if you use it in 
ADVERTISING AGE’s “Advertising Market Place” 
where the eager readers look for men and materials, 
ideas, services and equipment. 


the Profit!” 


paper. 


volume of business, and over 


HELP WANTED 


HELP WANTED 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 

GEORGE WILLIAMS—PLACEMENTS 
209 S. State St. Harrison 17-2063 Chicago 


Advertising and Sales Promotion Manager 
wanted by leading New York publisher of 
business publications. Must be experienc- 
ed in creating and producing a volume of 
sales promotion material, advertising 
sales presentations and magazine adver- 
tising. Send full details with recent snap- 
shot (to be returned) to 

Box 3171, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 


Advtg Asst—Industl Exp........ 

Account Exec—New Busin 

Editer—Trade Magazine... 

ee $350 
SHAY AGENCIES 

30 W. Washington Chicago 2, Ill. 


Sales Promotion Writer 

National food manufacturer seeks sales 
promotion assistant experienced in writ- 
ing sales bulletins, broadsides and sim- 
ilar material directed to salesmen and 
dealers. Submit complete ns data, 
experience, education, sa require- 
ments, and recent photo. 

Box 3182, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


_ Information for Advertisers 


No. 3625. Plastic Miniatures as 
Selling Aids. 

How kits of miniature plastic 
reproductions of various equip- 
ment can be used as selling aids 
and as time savers for salesmen 
are explained in a new folder en- 
titled, “Put Your Product in the 
Hands of Thousands.” The folder 
is offered by Ideal Models Com- 
pany, Detroit. 


No. 3626. Food Brand Preferences 

of Families in Salisbury, N. C. 

Brand preferences of 1,152 Salis- 
bury, N. C., families for 70 foods 
are told in this new survey offered 
by The Salisbury Post. Conducted 
through local high schools, the 
Survey covers high, low and mid- 
dle income families. Title of the 
survey is “Brand Preference Sur- 
vey—Foods—of 1,152 Families at 
Salisbury, N. C., 1950.” 


No. 3627. Record of Detroit News- 
paper Advertising. 

A detailed tabulation of adver- 
tising in Detroit newspapers by 
classification and by individual ac- 
counts is given in this 187-page 
booklet offered by The Detroit 
News. The booklet contains a com- 
prehensive summary of totals for 
1949 and 1948, and 1949 break- 
downs by accounts on retail, gen- 
eral, automotive, financial and de- 
partment store advertising. Adver- 
tising appearing in rotogravure, 
comic, special sections and maga- 
zine sections is also tabulated for 
1949. The study is titled “News- 
paper Advertising in Detroit, The 
Year 1949.” 


No. 3628. “Test. Town” Study on 
South Bend Market. 

Data on population, buying pow- 
er, retail sales, industrial employ- 
ment, distribution, and newspaper 
coverage of the South Bend, Ind., 
market are presented in this study. 
Entitled “Test Town, U.S.A.,” the 


study indicates the value of the 
Note: Inquiries for items listed above 


| —please print or type) 


area as “one of the nation’s most 
reliable test markets.” The 42-page 
booklet is offered by The South 
Bend Tribune. 


No. 3630. Study of the Pet Food : 


Market. 

Household subscribers own 
4,500,000 cats and dogs, and 47.4% 
of its subscribers feed prepared 
pet foods, this new survey reports. 
Household’s study also tabulates 
ownership of cats and dogs by the 
number of pets reported owned, 
and lists brand preferences of pet 
foods used. Title of the study is 
“Pet Foods—Use and Brand Pref- 
erences.” 


No. 3631, Gardens and Grounds 
Market Analyzed. 

“Surveying Gardens and Gar- 
deners Among House & Garden 
Subscribers” is a detailed study in 
198 cities and towns in which the 
Magazine analyzes. subscriber 
ownership of gardens and grounds, 
buying practices involved in pur- 
chasing garden supplies and equip- 
ment, and reader interest in gar- 
dening. The study covers owner- 
ship of winter and summer homes 
and greenhouses. It tells the num- 
ber of trees on the properties, the 
expenditures for upkeep of 
grounds, who does the buying, and 
sources where garden equipment 
is purchased. 


No. 3632. The Mountain West 
Agricultural Market. 

The value of farm crops in Utah, 
Idaho, Arizona, Colorado, Wyo- 
ming and Nevada are shown in 
this study, “Coverage—Where and 
When It Counts—Down on the 
Farm.” The quarter-century 
growth in farm income in Utah 
during 1924-49 is charted. A coun- 
ty-by-county breakdown on the 
number of farms in the area is 
given. The study is offered by the 
“Farm and Garden” section of the 
Salt Lake City Deseret News. 


will not be serviced beyond July 17. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 
| 200 E. Illinois St., Chicago 11, Ill. 
| 


Please send me the following (insert number of each item wanted 


TITLE 


CG, he SRMIUUEE ccccccessnensscecosesees PLACEMENTS 
Advertising [Editorial Sales Promotion 
TOM MCCALL & ASSOCIATES 
The Salesman Placement Service 
8 S. Dearborn St., Chicago 3; CE 6 


HELP WANTED - MALE OR FEMALE 
Experienced and proven advertising space 
salesman for the quality regional Maga- 
zine Tucson. Only someone who seeks the 
Southwest for health or climatic reasons 
need apply. Write for further details. 
The Magazine Tucson, 2744 E. Broadway, 
Tucson, Arizona. 

Desirable Agency Openings for 

Experienced Agency a 


Copywriter-Yng. Aut tive. 
Production Mgr.-Full chge 
Ask for ELINOR KENT 
TRIANGLE EMPLOYMENT AGENCY 
202 S. State St. Rm. 412 Ha 17-6520 


"|Full, or 


COPYWRITER for small, well-established 


Chicago agency. Must be exceptional idea 
man, versatile writer, able to handle 
some contact with important 
Should have good advertising backgro’ . 
preferably apes. Salary open. 
staff knows of this ad.) Address: 
Box 3189, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


PERSONALIZED SERVICE 
We have clients looking for outstanding 
individuals in Merchandising. Advertis- 
ing, Sales Promotion and Management. 
**AND** 
Writers, Publicity, Public Relations, Me- 
dia, Art and Production talent. 
THE HONES COMPANY 
14 E. Jackson Blvd. Chicago 4, Ill. 


* | with 
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POSITIONS WANTED 


ARTIST—ART DIRECTOR 
15 yrs. experience, 5 in agency. Skilled 
in creative layout, lettering, air brush, 
typography. Go anywhere for about $5000. 
Box 3188, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ART DIRECTOR—Well experienced, wants 
work that is rugged and a worthwhile con- 
nection. Thoroughly familiar with all lay- 
out mediums, purchasing art, black and 
white and color photography, including 
production. Have handled 4 color national 
ads, trade and newspaper ads, car cards, 
billboards, and direct mail advertising 
4A agency. 20 years experience. 
Operated own studio for 8 years. Married 
—salary open—would prefer Chicago. 

Box 3190, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


MISCELLANEOUS 
FINE AGRICULTURAL ART 


Write for Folder of Stock [Illustrations 
John Andrews 1504 Dodge Omaha, Nebr. 
BLACK LIGHT SPECIALIST 
Creates ideas & finished art for posters, 
murals & displays. Jo Engle, 3638 N. Kim- 

ball Ave., Chicago 18, Ill. KE-9-3378. 


POSITIONS WANTED 


COMPTROLLER-CHIEF ACCOUNTANT. 
Public, private experience, knowledge of 
taxes. Bese printing, publishing or 
agency, Chicago location with opportun- 
ity. Now comptroller chain of small daily 
newspapers and radio stations. Age 37. 

Box 3159. ADVERTISING AG 

200 E. Illinois St., Chicago 11, Ill. 


ADV. PROMOTION—Chicago top daily & 
farm papers natl. rep. seeks brighter fu- 
ture as assistant, mgr., or comparable 
creative-admin. job. py, layout, ideas, 
planning. 2 yrs. air force pub. rel., 


6973 | 2 yrs with publishers. Missouri U. grad., 


27, married. Can relocate. $4800. 
Box 3173, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


MAIL SALES WRITER 
With the human touch. 22 profitable years 
in books, services, clothing, specialties. 
half time within 200 miles of 
New York. coloe. 46, married. 
Box 3174, VERTISING AGE 
11 E. 47th St., New York 17, N. Y. 
Field Editor desires full, part time, or 
free lance corresponding for trade papers. 
Has car and camera. 
Phil Lance 2015 N. 8th St. Phila., Pa. 


Ad salesman seeking sales job with op- 


5200 | portunity; prefer midwest. Age 27, B.A., 


initiative. Now employed newspaper 25M. 
Box 3178, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


PRODUCTION ASSISTANT 
Young man with 1-2 years production ex- 
perience. Excellent opportunity with Chi- 
cago office of leading national adver- 
tising agency. Send full particulars to: 

Box 3180, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


2 ACCOUNT EXECUTIVES 
Recognized, established “Small” Agency 
has expanded to larger offices with com- 
plete art and production facilities. De- 
sires two experienced account executives 
looking for permanent affiliation with 
aggressive firm. All replies confidential. 

Box 3187, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill.~ 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wa Fr-2 0115 Chicago 


AUTHORS’ AGENT INVITES ADVERTIS- 
ING AGENCIES TO SEND THEIR RADIO 
AND TELEVISION REQUIREMENTS 
WHERE FREE LANCE SCRIPT WRITERS 
ARE NEEDED. IN CONTACT WITH TAL- 
ENTED WRITERS EVERYWHERE. 


RALPH NATHAN 
814—44th Avenve San Francisco 21, Calif. 


CREATIVE YOUNG ADMAN 
——e TO WORRY ABOUT DETAILS 


yrs Ad mgr. mid-west utility. 
Crisp visuals, some fin. art. 
Copy, radio, direct mail exp. 


Some pub. speaking, PR work. 
Univ. of Mo, ad grad. Married. 

inimum with . future. 
Box 3181, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Am interested in buying life insurance 
companies—outright or thru stock control. 
President, P. O. Box 21:26, 
Dallas, Texas. 


MODERN COMMERCIAL PHOTO STUDIO 
Chicago, Near North. Fully equipped— 
ready to operate. For sale or rent. 4 
story bldg. (3200 sq. ft.) 1 floor suit- 
able for living quarters or art dept. Ideal 
for artist-photographer or adv. agency. 
Must seen to be appreciated. Phone 
DE 717-0204 


Would invest several thousand in succes- 

ful business or purchase controlling in- 

terest. Address: M. B. Maxwell, P. O. 
Box 2126, Dallas, Texas. 


SCRIPT ASSIGNMENTS WANTED 
Drama, who-done-its, libretto and lyrics, 
» commercials. Free lance. 

Box 3179, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


CATALOG 
COMPILER 
Exp. in all phases of mail order and 
general mdse. catalogs, available part time. 
Box 3185, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


We Want a Hard-H 
SPACE SALESMAN’ 


We're not looking for a space ‘‘representative."’ 
We want a hard-hitting space SALESMAN. 
Chances are he's now doing a bang-up selling 
job on some other book, but can’t see much fu- 
ture there. 


For such a man, say around 30 or 35 we have 
a big-future job, offering better-than-average 
poy, working a mid-west territory out of Chicago 
for a t tch trade magazine publishing house. 


ART DIRECTOR. Presently employed in 
4A Chicago Agency, would like to get a- 
way from big city. 10 years experience; 
knows production, can do a top-notch job 
from layout to finish. Experienced in 
direct mail, trade paper, national, con- 
sumer. Desire agency or studio location, 
prefer South or uth West. 

Box 3183, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

YOU CAN HIRE SUCCESSFUL 
EXPERIENCE FOR YOUR SPACE JOB 
Young Display Salesman 3 yrs. business 
paper; steady, sober, persistent worker. 
Excl. record. Univ. grad. Now empl. 
ph more opportunity, prefer Chicago, 

Box 3184, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
AGENCY COPY MAN WILL WORK FREE 
for 1 week trial. 5 yrs. exp. incl. cons., 
trade, ind., radio, TV. Age 30. Write now! 

Box 3186, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


Wanted! 


and facility at writing. 


stock ownership plans. 


Skilled, creative advertising writer 


The man we want is primarily creative—an advertising 
writer who: 1. Builds his ads around ideas; 2. Derives 
his ideas from facts; 3. Isa skillful, imaginative writer— 
a man who knows from experience that copy can be a 
major factor in selling merchandise. He must have used 
these abilities during seven to ten years of agency work. 
Food and drug experience preferred. Visual advertising 
experience essential; radio experience important; televi- 
sion a plus. But experience no substitute for genuine skill 


The man who takes this job will find himself work- 
ing as a member of a cooperative and mutually helpful 
team of advertising men. He will eventually share in 
the company profits, and participate in our annuity and 


May we have an outline that is complete and factual? 
Include educational and general writing background; 
agencies worked for; products about which you’ve 
written; your salary bracket, age, etc. 

Cyril J. Mullen, Director of Writing 
Needham, Louis and Brorby, Inc. 
135 South LaSalle St., Chicago, Illinois 


This isn't an easy job, but for the right man it's 
his big opportunity. Write fully giving business 
vistory, present income. Our men know of 
this ad. : 
Box 7603, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


EDITOR 
BUSINESS PAPER 


Marketing trade publication, with 
headquarters in New York, has 
opening for editor. Would like 
one who is a fluent writer with 
dynamic style; also a good mixer 
and capable of addressing trade 
organizations, etc. Our organiza- 
tion knows of this advertisement. 
Apply in full confidence. 


Box 7631, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


ARTISTS WANTED 


Large Madison, Wisconsin, manu- 
facturer has staff openings for 
two people: (1) finished lettering 
man able to prepare art for repro- 
duction; (2) sketch artist to render 
clean color comps for packages 
and labels. Please state experience 
and salary requirements in first 
letter. Box 7632, Advertising Age, 
200 E. Illinois St., Chicago 11, III. 


“Art Director’ Leading National 
advertising Agency interested in 
Junior Art Directors and layout 
men in Detroit office for national 
accounts and direct mail design. 
Excellent creative opportunity for 
right men. No buckeye. Will pay 
according to ability. Confidential. 
Send roughs and resumé. 


Box 7634, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Ill. 
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Footnotes 


By G. D. Cran Jr. ——— 


Pronouncements by national ad- 
ministration leaders indicate that 
the United States government is 
now firmly committed to a policy 
of inflation, represented by con- 
tinued deficit financing, as well 
as maintenance of large govern- 
ment spending at home and abroad. 

We already know what infla- 
tion has done to the value of the 
dollar. Retail sales figures for 1948, 
compared with 1939, recently pub- 
lished in ADVERTISING AGE, show 
a 200% increase in dollar volume, 
with a 50% increase in physical 
yolume. In other words, the pur- 
chasing power of the doilar de- 
clined 50% in that nine-year per- 
iod. 

Government spokesmen seem to 
feel that instead of inflation being 
a bad thing, it may be a good 
thing. They point to the healthy 
state of the economy, in terms of 
employment, production, distribu- 
tion and savings, and therefore 
make no further apologies for the 
steadily rising debt and the inabil- 
ity of the government to balance 
its budget. 


s It must be admitted that most 
people have found the inflationary 
spiral good for a pleasant ride, 
since they are receiving more 
money, even allowing for reduced 
dollar values, and have more 
spending power, even after the 
huge take represented by taxes in 
all forms, federal, state and local, 
and direct as well as hidden. 

The situation is unique, in that 
standard economics has always 
emphasized the dangers of infla- 
tion, and the historic examples of 
currency becoming less and less 
valuable, as goods became more 
and more valuable in relation to 
money, have had tragic results, 
particularly for the thrifty, the 
earners and all others whose work 
and savings traditionally provide 
the capital for business to expand 
and to produce more for the estab- 
lishment of continually higher 
standards of living. 

Are the old ideas all wrong— 
and the new prophets of inflation 
and a managed economy based on 
more and more debt and more and 
more taxes right, after all? 


s Advertising men should be keen- 
ly interested in the situation, if 
only because one of the principal 
activities of the Advertising Coun- 
cil has been the promotion of sav- 
ings bonds. “Independence” bonds 
are now being advertised and sold 
in large volume. Obviously it is 
better for these bonds to be in the 
hands of individual owners rather 
than held by the banks and used 
as the basis for further currency 
expansion, but the question is this: 

How can advertising men sin- 
cerely promote investment in se- 
curities which it is known in ad- 


ADVERTISING COPYWRITER 


For a growing Milwaukee advertising 
agency.. We prefer a man in his early 
thirties with copy experience in a va- 
Tiety of consumer fields. Most of all, 
we want a man who really likes to 
write and who can spark ideas that 
will sell. The opportunity is big for 
the right man. Your answer should 
8ive a complete picture of your back- 
ground and experience. It will be kept 
confidential, of course. Our employees 
know of this advertisement. Write Box 
7635, ADVERTISING AGE, 200 E. IIli- 
nois St., Chicago 11, Ill. 


ACCOUNT EXECUTIVE 


Rapidly growing medium-sized Chicago ad- 
vertising agency offers wonderful oppor- 
tunity to experienced account executive. 
Copywriting experience desirable but not 
essential. Write, giving full particulars. 
Our employees know of this ad. 
Box 7633, ADVERTISING AGE / 
200 E. Illinois St., Chicago 11, Ill. 


vance, by virtue of current govern- 
ment policies, will become less and 
less valuable as their maturity 
dates approach? 

With the dollar declining in 
value, how can investors justify 
purchase of government bonds or 
other securities with fixed dollar 
redemption values, when the ob- 
vious hedge against inflation is in 
land, commodities and stock equi- 
ties, all of which should reflect 
the decline in the value of the dol- 
lar through higher prices? 

Most admen profess not to be 
economists, but it is time for 
everybody in business to under- 
stand the fundamental problems of 
government finance, since they 
affect: the value of every dollar 
and the future of every business. 
If the public shows its approval of 
inflation as a permanent policy of 
our government, we may be in for 
a short ride, but a merry one. 


Newspaper Men Elect Noble 


Leroy B. Noble, Herald, Rutland, 
Vt., has been elected president of 
the New England Daily Newspa- 


r Association. Albert Spendlove, 

elegraph, Nashua, N. H., has been 
named vice-president; Stanley T. 
Black, Times, Pawtucket, R. L., 
secretary, and Charles L. Fuller, 
Ent e, Brockton, Mass., treas- 
urer. 


Two Appoint FitzGerald 
FitzGerald Inc., Providence, R. I., 
has been appointed to handle the 
advertising of DeBlois Oil Co., 
Pawtucket, R. I., using outdoor, 
newspapers, radio and television. 
The agency also has been named 
to direct the television advertising 
in Boston and Providence for Ty- 
ler Products Inc., Pawtucket, man- 
ufacturer of coffee syrup. 


Rubin Promoted to V. P. 

Sydney Rubin, radio and tele- 
vision director of Frederick-Clin- 
ton Co., New York, has been 
named a vice-president of the 
agency. 


Names Schwimmer & Scott 

Schwimmer & Scott, Chicago, 
has been named to handle the ad- 
vertising of M. J. McCarthy Mo- 
tor Sales Co., Lincoln-Mercury 
dealer. 


ETTV Promotes Tuchman 

Ralph G. Tuchman, formerly 
Hollywood news editor of Broad- 
casting Magazine and with Sta- 
tion KTTV, Los Angeles, since 
January, has been appointed as- 
sistant to the general manager of 
KTTV. He will coordinate liaison 
with film producers in connection 
with projected plans for film syn- 
dications. 


To Dozier-Graham-Eastman 

World Transportation Fair, to 
be held May 30-Sept. 9, Santa 
Anita Park, Arcadia, Cal., has 
named Dozier-Graham-Eastman, 
Los Angeles, to handle its adver- 
tising. Outdoor posters, newspa- 
pers, magazines, radio, television 
and car cards will be used. 
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Friede Quits ‘Seventeen’ 

Kenneth Friede has resigned as 
general manager of Seventeen, 
published by Triangle Publica- 
tions, New York, and of the Tri- 
angle magazine division. 


RPLT Appoints Wilson 

Charles H. Wilson, formerly 
commercial manager of Station 
KECK, Odessa, Tex., has been 
named commercial manager of 
Station KPLT, Paris, Tex. 


Erie Iron Works Ups Schrader 


Thomas O. Schrader Jr., former 
Pittsburgh district sales manager 
of Erie Iron Works, Erie, Pa., has 
been appointed the company’s 
sales manager. 


EL IMPARCIAL 


SAN JUAN 


PUERTO RICO 


Popular morning daily, covers Puerto Rico, 


a prosperous American dollar market. 
: National Representative 


_ EDWIN SEYMOUR, INC, 


270 Park Avenue 


New York 17, N.Y. 


copy that Loks 


like what it says 


urveys prove that few advertisements are read from 


beginning to end, therefote, your ads must look 
like what they say. Because your sales message has but one 


chance to get across to a reader it must get there in a 
“flash” impression. 


These “flash” impressions are made, in a great 


part, by the type faces used. As an example, the bold 


blackness of Stymie Extra Bold immediately 
suggests the power and strength of a 10-ton truck. On the 
other hand, when your ads must sell cosmetics and 
lingerie, the very feminine looking Eve sets the pace for 
a graceful, intimate layout. 
No matter what the product...from nylon hose to earth 
boring equipment...there is one type face out of the 
625 different type faces at Monsen that will give 


the “flash” impression you want your readers to get. 


CHICAGO 


LOS ANGELES 


East of the Rockies it’s Monsen-Chicago at 22 East Illinois Street 
On the Pacific Coast it’s Monsen-Los Angeles at 928 S. Figueroa Street 
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Chicago Adclub Elects 


Edward Ernstein, Earle Ludgin 
& Co., has been elected president 
of the Advertising Agency Pro- 
duction Men’s Club of Chicago. 
Jack McComb, Erwin, Wasey & 
Co., has been named vice-presi- 
dent; Stewart Novy, Arthur Mey- 
erhoff & Co., secretary; Connie 
Adams Jr., Fuller & Smith & Ross, 
recording secretary; and E. A. 
Beane, Wade Advertising Agency, 
treasurer. 


Becco Names Lupton Agency 


Becco Sales Corp., New York, 
sales agent for Buffalo Electro- 
Chemical Co., has named John Ma- 
ther Lupton Co., New York, as 
its advertising counsel. 


_—— Dependable Quality and Service 


; TWIN CITY | 
ENGRAVING COMPANY . 


208 S. STATE ST. ST. JOSEPH, MICH. 
PHOTO ENGRAVING - ART -COPY-LAYOUT 


_ & ONE COLUMN CUT OR A- 
' COMPLETE COLOR BOOKLET 


Lawyer Asks FTC 
to Act Against 
BMI ‘Monopoly’ 


WasuHiIncton—The Federal Trade 
Commission and other government 
agencies have been told that 
Broadcast Music Inc. operates 
“brazenly and openly” as a mon- 
opoly, “discriminating against in- 
dependent composers” and return- 
ing “discriminatory rebates” to 
stockholder radio stations. 

Charges were filed by Kenneth 
Davis, Washington attorney, who 
urged FTC to look into BMI’s 
ties with the National Association 
of Broadcasters, and radio and 
TV networks and affiliates. Be- 
sides filing copies of his charges 
with the Federal Communications 
Commission, the Department of 
Justice and the Senate interstate 
and foreign commerce committee, 
Mr. Davis said he proposes to in- 
stitute a suit for dissolution of 
BMI in New York. 


Fifteen years ago, Mr. Davis 
filed a court action against the 
American Society of Composers, 
Authors and Publishers. Later the 
organization was prosecuted by 
the Department of Justice and 
forced to sign a consent decree. 

Describing BMI’s alleged “self- 
confessed power,” Mr. Davis 
claimed through its ties with NAB 
and member stations it is able 
to make a hit by constantly plug- 
ging its tunes “to the financial 
loss of the free writers of Ameri- 
ca.” Mr. Davis claims Ascap is 
“on the downgrade” and BMI “on 
the upgrade” since the 1941 con- 
sent decree. 


Miller to Leave KRNT 

Charles Miller has resigned af- 
ter six years as program director 
of KRNT, Des Moines, effective 
June 15. Dick Covey, formerly 
manager of KJFJ, Webster City, 
Ia., has been named to succeed Mr. 
Miller. Prior to joining KJFJ, Mr. 
Covey was Mr. Miller’s assistant 
and head of the continuity de- 
partment of KRNT. 


Just what you need for your file copies! 


Each handsome, simulated leather binder holds 26 issues of ADVERTISING AGE. 
Opens FLAT so that you can easily refer to each issue and to each page within 


each issue. 


Takes only a few seconds to insert or remove copies. 


Good-looking—yet tough—made to take it. Decorated with gold-stamped ADVER- 
TISING AGE logo on cover and backbone, and either “JAN-JUNE" or ‘JULY- 


DECEMBER" on backbone. 


While They Last! 


$2.75 for one binder . . . $5 for set of two 


We pay the postage anywhere in the United States or Canada 


ADVERTISING AGE 
200 E. ILLINOIS STREET 
CHICAGO 11, ILLINOIS 
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(formerly $3.50 each binder) 
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The Creative Wan Corner 


Copy in trade and professional magazines is always—well, 
almost always—more direct and to the point than copy in 
consumer publications. This is probably because of the fact 
that trade and professional people are assumed to know the 
arcana of their craft better than consumers know the arcana 
of running a household and just generally living. Copy in 
professional publications seldom goes in for cleverness or en- 
tertainment—and when it does it usually falls flat on its face. 

This half-page message for Webster-Chicago is one of the 
most heartening ads The Corner has seen recently—in any 
publication. It tells why business men should be interested 


| 


CST 


petitive features. 


businesses more efficiently. 


consumer publications could 


chant. 


in a Webster-Chicago dictating machine—and makes excel- 
lent use of the old Getchell-Plymouth device of listing com- 


The Marchant Figuremaster ad is not far behind it, either, 
for directness of approach, clear definition of reason-why, 
and complete absence of horse-feathers. 

By contrast, the Globe-Wernicke ad seeks to be clever and 
entertaining—even inventing a new term for a misconducted 
office: awfuss, which is awful. The facts are there, but 
buried. In The Corner’s opinion, this ad would be more re- 
ceptive to business men if it gave them credit for being 
honestly interested in anything that helped them run their 


In The Corner’s opinion, also, quite a number of ads in 
proach given ads in trade and professional publications— 


particularly if they approached in directness and informa- 
tiveness the ads shown here for Webster-Chicago and Mar- 


benefit from the factual ap- 


3 Name MacKenzie Agency 


Ennis Supply Co., maker of mul- 
ti-use portable saws; Ennis-Rohr 
Co., general contractor and dis- 
tributor of prefabricated National 
homes; and G. Clinton Co., 
manufacturer of agricultural equip- 
ment, all in Minneapolis, have 
named MacKenzie Inc., Minnea- 
polis, to handle their advertising. 


Delays Phonevision Test 


Zenith Radio Corp. has been 
forced to postpone its phonevision 
test in Chicago, originally set for 
September, because major movie 
producers refuse to rent their new 
films at “regular” rates for the 
test of televised film showings in 
the home, according to E. F. Mc- 
Donald, Zenith president. 


Time Inc. Promotes Honneus 


Time Inc., New York, has ap- 
pointed William MHonneus, for- 
merly advertising manager, as ad- 
vertising director of Time Interna- 
tional, a newly created post. Ruel 
Smith, formerly with Time do- 
mestic, will succeed Mr. Honneus 
as advertising manager of the in- 
ternational editions. 


Renames Wakefield Agency 


Early Apple Advisory Board, 
representing Gravenstein apple 
growers in Sonoma County, Cal., 
has renamed Wakefield Advertis- 
ing Agency, San Francisco, to han- 
dle its advertising. Promotion, 
which will begin July 1, will be 
concentrated in radio and. newspa- 
pers. 


Hopcraft Joins Colyer-Roux 
Russell C. Hopcraft, editor of the 
American Printer, has resigned to 
join Colyer-Roux Printing Co., 
Newark, as production manager. 


Baker Agency Names Nelson 

Lynn Baker Inc., New York, 
has added Jean Nelson, formerly 
wih Gimbel Bros., to the copy de- 


[) Bill my firm 


partment, 


Pepsodent Promotes Shaack 
Pepsodent division, Lever Bros. 
Co., New York, has promoted Har- 
ry C. Shaack, formerly divisional 
sales manager in St. Louis, to na- 
tional syndicate sales manager. Mr, 
Shaack succeeds William Engle- 
haupt, who left Lever early this 
year to become sales manager of 
Scholl Mfg. Co. Floyd C. Bradley, 
a sales supervisor in St. Louis, will 
succeed Mr. Shaack as St. Louis 
divisional sales manager. 


Esso Sponsors Newscast 

Esso Standard Oil Co. New 
York, is sponsoring “News At 
Noon” with Charles F. McCarthy, 
over WNBC, New York. The order 
runs from May 15 to Jan. 1, on a 
Monday through Saturday basis. 
Marschalk & Pratt Co., New York, 
is the agency. 


WAVZ Appoints Keller 

Robert S. Keller Inc., New York, 
has been appointed sales promo- 
tion representative for Station 
WAVZ, New Haven, Conn. Rich- 
ard J. Monahan, formerly a sales- 
man of KHMO, Hannibal, Mo., has 
joined WAVZ as commercial man- 
ager. 


Laclede-Elliott Moves 


Laclede-Elliott & Co. Dallas 


agency, has moved to larger of- 
fices in the Irwin-Keasler Bldg. 


PRESS 
CLIPPINGS 


News items, advertisements from 
U.S, newspapers and magazines. 


BURRELLE’S PRESS CLIPPING BUREAU 


Telephone: © 165 Church St., 
BA 7-5371 New York 7 


plastic 
ufactu 
ATF, 
tages: 


printe 
lamin: 
messa; 


vious | 
Mor 
conve! 
with / 
ing an 
give t 
tures. 
Sev 
tubes 
ATF 

quant 
these | 
shippi 
Amon 
Co., E 
ene-o] 


s Tes 


Adv 
» talizec 
at the 
proces 

ATI 


“a Oe er ee oe ee RS a ee eR ne ne = rs ee, i 2! J r 7 ie ae wo Ste Sa v ‘S apenas Tate ae -) * a bar ms ce i” 
: a r sj z 3 cu Z ar.) cad 14 z L Fieog : > 2 ts rg 7 S 5 : _ r - . fe Ser, rts E ; ‘ ss ie 2 ces a i : as 5 
a ee 
ey Adver 
Po 
i t Pre 
a s " 
% In 
= NEw 
ei enterit 
2 | field v 
i ee ufactu 
s by wi 
radica! 
be Ann 
new v' 
3 rete a ce ee es Ste ad: Case a : Roy J« 
+ RS | ROS thy (URIS the G. 
er se aga - wer | Tae” “es cy. 
is a eee + PY AG The 
oe : compare pris AGS, a se 4 tubes 
2 “pompare feateres oe cae le aS Nahe nated 
feos yee OO eee soe? Salas * =P; Ad . plast 1c 
ee or aa ae lS EES et ¢ : 
2 [a — RSs nal ‘ bility 
| : ———— a — — —- in me 
| | Soe 58) mee eee aS a : ae 4 ea ve a tly 
of Ee SS iaece> shavin 
- lence a oes ee 
at ei —-——ans | ee the ——— el The 
4 pe 5 nee anit iaaaey Pe 
aap Otdetl 2 || apie - eee . = i | 
3 . m +, Brg y a Agee se ee & ) oe tae _ ~ . pa ~ cet 1. fe 
wee TONE <2 eae ak 4 Wee ‘ ies Erste ae eee ie ; res | SSS ae ors ae 3s ; mS oe sig i 
4 eR, , “ ‘ . ee PA eee ate Pee. eee os - — that ee . £ 
‘ ie. : : " ie ee = PS a ee enon ti 
“eg ; eee aa : ; 7 A sn 7 ’ POR 
; fe Fey spy Moat ae 6 , i ne 
eC ee a, neg i — ki ee 
_ A ee on \ ‘ aie a i —. ae Ke oo ee serves 
ai 060ClUC i t.:C(<é‘i RC ; tr tube | 
‘ane ra ; en : — 1 ee i { Nn a exact 
ae ee Liax'y Advertising ee Ey » stance 
a Be ae eee eee 4 : As , 
i oe: & f bah i his MEAL, on | % yf okey Sy oS ee ewes ae ies ° 
e i es Son Saree Age | et ‘ _. ee es ae a ee. eae the e 
% = . oe i, eee eae aoe ps ee ae rt eee i ehh cm hes ivy a." ix Ae Gia 
” ee ene eee = “i (<3 iene: 
a Piao ett ae 3 / f Waa ; “ ae ae 
f i ail oo ss aaa cs ea oe F dice poner perma 
ad ‘ ; ie pane og i> aera! ies ; ts Be : - 7 nity z - 
; be or A sah - ee ss — ie , me? sO f chippi 
aes “ . a stad : A at ” 
: e a te can be 
: ave: a aie tere Fie Be a , ao tc Se ae ae ayy 
2 ae a eee ere : } 3 as hae Bier oi 4 ts 
ae eR Peasy he GLE OEM ae eee | eae Racers ght hs ce eee y ee streng 
a ER ee eee ream rr a eR er a. ee 4. 17 
se MR ee oe or te ee gt fee RE el a % 
a ae Vee fe i ce ee ee Co ae eae a diame 
ae: Pes ie iene a” eerciege ye etn sca ee epee BN 2k doe a FN cee) ee tect of er 921. : io Oe its 
“a Bast, Ride he Fee EN reg en eee te th, os Pt meta fw Meee Le. ee Pe emi ea ne sc © ga 5. T 
“ sea": : ac 2 eee ‘ Bee sete Rr eh, eae) Sega oe ALO . ; 
e et - ; E : cae EI BO Pa on te i Oe ee a, 
¥ Se tees en rel yi i Se ee floor : 
; ——— Ee ill: 2 
a : aes i : 7 Oe Te +7 a § ans ‘ 5 vee . ;. rs B, | ’ 
z Nees ee ee aed ee oe ’ . F og bis: ‘ via | 
2 aa ee Ps cee eee 2 ee Sele 
ef ears eg ° o Ad { A> . | 
e asain z pe | 
i. : af a es . Bk a 
=a r ; be] 4 s * : . 
he 7 ae t * 3 
™ 7 | 
ee 
| | 
ous pl 
‘ a _ 
3 a _— 
ay tard, « 
: Po = tb 
: ° It h 
in the m: 
Se | They 
‘is about 
q made 
é ———— — — — ——— — — —_ — —_ ———- GRDER TODAY! -—-—————--——--—-—-------| ———a 
e BINDERS ered | 
at Pou 
; : ingfor 
4 | = , ee et 
— a com pz 
* sion. 
ss Po ATI 
7 9 
: : ee good 
e +S 2 e-¢ © 6 66.668 4.6 8% e, Steerer : is the 
— j Sidiar 
ce eeoetCesvasaeeceeoe eee ovose eee eee e 64s £4 62m 6 Os :6 64 6 8 6 66.84% 2 : 4 en F ; 
a ao ‘ ounc 
si ‘- | e9@eeeoeseeeeeeeeeeeeeeaeeoeoeeeawme ee Oe ECC ewe ee C8 86 6 8 8 eee 6 ae < a Brook 
a City ee _ 
é | TRELO CCL LEAT eR ete presse 
ae equip 
ae and F 
| Pacifi 
|| a a manu 
oe a pen 
E Inc., } 
is oe ey eels a) Beige: a ie : ie 4° 5 gi s = fie i AS aa : by a: iu pe Fer ar eens ies at Wer & si . = fees se al os orn 8 rp ak ee) an wee he Seow ata amen ne my 5c Sy ee eins pene “e clean ie 
eee ee A Mee Nt ee ge ae ee ey EN en ce ea ae oe Se hae RTM TS rae en eee wR eee fe MON ONE ae GM ge on gee. a erie Ce ce 0 a, ei te Me pee ane od na aoe anh g “rice ee Mr Sore (hee Seciooin ope ru 


, “9501 


| 


Sx Saal 


ee ee 


Advertising Age, June 5, 1950 


New Tube-Making 
Process by ATF 
in Test Stage 


New YorK—ATF Incorporated is 
entering the packaging equipment 
field with a new machine for man- 
yfacturing collapsible metal tubes 
by what is understood to be a 
radically new process. 

Announcement of the company’s 
new venture was made by Thomas 
Roy Jones, ATF president, through 
the G. M. Basford Co., ATF agen- 


cy. 

The machine, which produces 
tubes from aluminum foil, lami- 
nated or coated on both sides with 
jlastic, is said to open the possi- 
bility of packaging many products 
in metal tubes of the type pres- 
mtly used for toothpaste and 
shaving creams. 

The use of laminated foil and 
plastics as materials for the man- 
ufacture of tubes, according to 
ATF, offers five distinct advan- 


tages: 


s 1. The layer of plastic which 
serves as the liner for the finished 
tube can be varied to meet the 
xact requirements of the sub- 
stance or material to be packaged. 
2. The plastic layer serving as 


with an advertising 
message or identification that is 
permanently protected against 
chipping, peeling or flaking. 

3. The layers of laminated foil 
can be double or triple-wound in 
the course of tube manufacture. 
0 provide any reasonably required 
strength. 

4. Tubes can be made in any 
diameter or length desired. 

5. Tubes can be manufactured in 
a single machine, occupying less 


More than a dozen packaging 
converters and suppliers worked 
with ATF in developing the print- 
ing and laminating processes which 
give the new tube its unique fea- 
tures. 

Several well-known users of 
tubes are now being supplied by 
ATF with tubes in commercial 
quantities, after extensive tests by 
these users under rigorous packing 
shipping and selling conditions. 
Among these users are Barbaso] 
Co., Bristol-Myers Co., and Hex- 
ene-ol Laboratories Inc. 


8 Tests are being made with vari- 
ous plastic liners on a number of 
food products, such as cream 
theese, jelly, peanut butter, mus- 
tard, catsup and other condiments, 
and ready-for-use cake icings. 

It has not been decided whether 
the machines will be leased or sold 
They are 14’ long, and 6’ wide and 
about 10’ high. The first public 
demonstration probably will be 
made next year. 


) Advertising plans have not crys- 
ta 


lized, but probably will be limited 
at the outset to publications in the 
process industries. 

ATF tube activities will be cent- 
ered at the Frederick Hart plant 
at Poughkeepsie, N. Y. J. T. Shill- 
ingford is sales manager of the 
company’s collapsible tube divi- 
Sion. : 

ATF Incorporated, which has its 
headquarters in Elizabeth, N. J., 
is the parent company of five sub- 
Sidiaries: the American Type 
Founders Inc., Elizabeth, and 
Brooklyn and Mount Vernon, N. Y., 
Manufacturer of type, printing 
Presses and other graphic arts 
equipment; Daystrom Corp., Olean 
and Friendship, N. Y., and Balboa 
Pacific Corp., Fullerton, Cal., both 
Manufacturers of tubular steel 
furniture; Daystrom Laminates 


Inc., Daystrom, N. C., producer of 


NEW PROCESS—This panel shows how ATF Incorporated’s new process for making - 
collapsible tubes works. At left is a pre-coated, pre-printed foil for Barbasol shave 
cream. Next is the cylinder into which the sheet is formed. Then the cylinder is closed 
to form neck and threads for the cap. And last, the completed tube ready for filling. 


hard plywoods; and Frederick Hart 
& Co., Poughkeepsie, N. Y., man- 
ufacturer of electronic instruments 
and other precision equipment. 


Starts New Publication 


National Miller Publications, 
Chicago, has introduced a new 
quarterly publication, Feeds II- 
lustrated, Circulated free of charge 
to feed dealers, manufacturers and 
hatcheries, it is published simul- 
taneously in four different geo- 
graphical sections, each edition 
keyed to the section to which it 
pertains. 


Simmons Starts Own Business 


Willard R. Simmons, formerly 
head statistician of Alfred Politz 
Research, has started his own 
business as consultant in sampling, 
statistical analysis and market re- 
a at 522 Fifth Ave, New 

ork. 


Style Belt Names Lavenson 


Style Belt Co., Philadelphia, 
manufacturer of Styligator belts, 
has appointed Lavenson Bureau 
of Advertising, Philadelphia, to 
handle its advertising, merchan- 
dising and sales promotion. 


Glenmore Offers Glasses 


Glenmore Distilleries Co., Louis- 
ville, used a four-color, full-page 
ad in the May 22 issue of Life, 
offering a set of eight king-size 
old fashioned glasses at $2.40 
postpaid. The glasses show Glen- 
more’s Little Colonel in various 
stages of mixing an old fashioned. 
The glasses were sent as gifts to 
men in and out of the industry last 
Christmas. 


Nonsuch Promotes Auto Wax 


Nonsuch Ltd., Toronto, has 
launched a campaign in daily 
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newspapers for its new spray wax 
for automobiles. Mutur, Culiner, 
Frankfurter & Gould, Toronto, is 
directing the promotion. 


NBP Adds New Member 
American Paint Journal Co., 
St. Louis, publisher of American 
Paint & Oil Dealer and American 
Painter & Decorator, has joined 
National Business Publications Inc. 


Drops Insurance Account 

Gardner Advertising Co., New 
York, has resigned the account of 
Guardian Life Insurance Co. of 
America, New York. 


Specialists in. SILK SCREEN PRINTING 


INCORPORATED 
BOX 2017 TULSA, OKLAHOMA 
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SEATTLE’S NEW 18 MILLION 
DOLLAR SHOPPING CENTER 


Aware of the importance of the Seattle 


market, alert businessmen are com- 


pleting an 18 million dollar shopping 


center. Out of pasture land at Seattle’s 
north city limits rose Northgate, the 
nation’s newest shopping district. 
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Seattle is expanding. Why? Because of the 19 
leading markets in the United States — including 
such cities as Los Angeles, San Francisco, Chicago, 
and New York —Seattle ranks first per capita* in 
retail sales, second in effective buying income. 


In the BIG Seattle market of more than a half million 
people, advertisers know that success can be found 
through concentrated, frequent advertising in The TIMES. 


*Source: Sales Management Magazine, Survey of Buying Power. 
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Want to Write Copy That Sells? 
Understand ‘Simple Mrs. Simon’ 


Let me say, to begin with, that 
the facts I’m going to give you 
tonight are exactly that—facts. Not 
opinions. Not something I hap- 
pened to dream up on a sleepless 
night. But facts revealed by 
months of an unusual kind of re- 
search. Psychological research 
which goes beyond what people 
say they like or dislike and gets 
to the unconscious to find what 


belong. How much you have isn’t 
nearly so significant as how you 
make it and how you spend it— 
how you live, how you think. The 
fact that Mrs. Upper Crust is in 
one group and simple Mrs. Simon 
in another doesn’t mean that Mrs. 
Upper Crust is better than Mrs. 
Simon. Different, yes. Better, no. 


And if you asked Sam Goldwyn 
just what the difference is, he 


Bea Adams, executive vice-president 
of Gardner Advertising Co., and noted 
copywriter, delivered the principal talk 
May 15 when the Women’s Advertising 
Club of St. Louis presented its annual 
Erma Proetz awards. She described the 
findings of the agency’s social research 
program in terms of what makes “Sim- 
ple Mrs. Simon” tick. Her talk is pre- 
sented in nearly full text herewith, 


they actually do like or dislike, 
and why. 

I’m going to talk about a woman 
whose all-out approval of your 
advertising ideas can put you and 
keep you on top of the heap. Yes, 
I mean the “little woman.” Occu- 
pation, housewife. The stay-at- 
home-and-have-babies woman 
who is stopped by your advertis- 
ing appeal, who believes and is 
persuaded by the words you 
write, who buys what you have to 
sell, and therefore makes possible 
the profits from which come your 
Oysters Rockefeller, your 12-year- 
old Scotch, your Lily Dache and 
Dior, and your trips to far-away 
places: 

Simple Mrs. Simon. The gal who 

marries and means it. 


a Simple Mrs. Simon is a house- 
wife. Typical of about 65% of 
all housewives. Representative of 
the greatest single market there is 
for all of you who sell anything 
to eat, to cook with or to cook 
on, to wear, to walk on, sit on, 
sleep on—anything to sweep with, 
mop with, wash with, bathe with— 
anything made with the family in 
mind—anything which, according 
to mass-market poet Edgar Guest, 
makes a house a home. 

And no one is more aware of 
the dangling prepositions than I— 
and no one cares less. Unless it’s 
simple Mrs. Simon. And being an 
advertising woman I’d rather be 
guilty of misplaced prepositions 
than guilty of misunderstanding 
simple Mrs. Simon, or of being 
misunderstood by her. 

Actually, she’s quite a person. 
Representative, remember, of that 
big middle chunk of the market 
known variously as the millions, 
the masses, or—in the language 
of social research — the middle 
majority. 


ws You are aware, I’m sure, that 
all America—similarly to all of 
Gaul—is divided into three parts. 
Not equal parts by a long shot. 
There’s the top section sometimes 
called fondly the Upper Crust, or 
the lorgnette and old schoo] tie 
crowd. That accounts for around 
15%. Then there’s the bottom strip, 
which takes up around 20%, and 
includes what you might term the 
“withouts”. Those without money 
—without the ambition to work for 
it—without pride—and in some 
cases without a family or a home 
—in many cases, without a qualm. 
You get the picture, I’m sure. And 
that leaves the miscellaneous, 
hard-working, home-loving mid- 
dle majority. That fabulous, fer- 
tile 65%. Love that market! 


Now before we get back to 
simple Mrs. Simon, a few things 
should be made clear. It is not 
the size of your bank-roll that de- 
termines the group to which you 


might say it can all be summed up 
in two words—culture. 


s So much for that phase of it. 
Simple Mrs. Simon is our subject 
tonight, so let’s take a good long 
look at her. With x-ray eyes. For 
right now we’re not too concerned 
about the kind of clothes or cos- 
metics she chooses—we want to 
know what’s going on _ inside, 
where the emotions live. Because 
the kind of clothes or cosmetics 
she buys—the kind of rug or range 
or refrigerator—depend largely 
upon how well the advertiser un- 
derstands the “why” of what she 
says and does. And finding that 
out is an inside job. Hence, the x- 
ray eyes. And here’s what you 
discover: 

Simple Mrs. Simon, the back- 
bone of our nation, is concerned 
primarily with her duties and re- 
sponsibilities as a wife and mother. 
By some standards, her life is a 
narrow one—limited to pretty 
much the same old routine day 
in and day out. Her experiences, 
too, are limited. 


s And although she has her dreams 
—her means of temporary escape 
via love stories in magazines, and 
soap opera and other drama on ra- 
dio and television, she wouldn’t 
dare follow the bold examples set 
by some of the heroines in her 
Land of Make Believe. Why not? 
Because she is bound by rigid mo- 
ral and social codes and it is es- 
sential that she behave in the 
manner accepted as conventional 
by her family, friends, neighbors. 

Now and then, simple Mrs. 
Simon—finding herself doing the 
same things over and over again 
—washing the same clothes, set- 
ting the same table, fixing 
pretty much the same kind of 
meals—wonders if it’s all worth 
while. Such a drab, monotonous 
kind of existence. But her sense 
of futility quickly gives way to 
a sense of guilt. And this is fol- 
lowed by a stern resolve to keep 
going, keep trying. After all, she 
asks herself, as long as the fam- 
ily appreciates her, what more 
can any woman want out of life? 


a There are times, too, when she 
is beset by fears. What if some- 
thing should happen to her mar- 
riage? What if her husband should 
meet someone else? What if some- 
thing should happen to one of her 
children? What if her husband 
should lose his job? Time after 
time her mind is crowded with 
thoughts all of which begin with 
“what if—what if.” 

That very brief glimpse into the 
mind of simple Mrs. Simon might 
seem to present a rather dreary 
portrait of the woman to whom 
you address your deathless 
prose. But don’t feel sad about 
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You're embraceable — always, when 
KARE keeps you bath-sweet. A dif- 

deodorant—a soothing, fragrant, 
satin-smooth /otion. So much nicer to 
use than gree cece and harsh, 
messy liquids RE, first major im- 


pocesmnent in deodorants in 14 years, 
the only one that: 


Actually soothes underarms 
Stops odor, dries instantly 
Checks perspiration safely 
Won't barm even fine fabrics 


Safe to use t after shaving. Eco- 
nomical, too! At drug and 
stores, 35¢ & 60¢ (plus tax). 


Try KARE at our ¢ . See how 
reall wonderful KARE i is, Write to- 
day for peseons complimentary bot- 
tle: KA po. F, 9 Rockefeller. 
Plaza, New’ York 20, N. Y. 


YOU HAVE TO TAKE CARE—Bea Adams used the example of these two Kare ads 
to make the point that copy and illustration must show the benefits of a product 
“in the eyes of the beholder.” Mrs. Simple Simon, says Gardner Advertising’s lady 


v. p., doesn’t trust the young man in the column 


ad at right, but is sold by the 


youngsters above. 


it. When all is said and done, 
she is a comparatively happy 
soul. And you can make her even 
happier—and incidentally keep the 
cash register playing a pleasant 
refrain—if you know what she 
wants out of life. 

Here briefly are her basic de- 
sires: She wants to please her fam- 
ily. She wants to keep her fam- 
ily happy, healthy, together. She 
wants her family to think of her 
and talk of her as the guiding 
hand, the good influence, the in- 
spiration in their lives. Believe me, 
the person who thought of the 
words “Mother knows best” must 
have had a deep understanding 
of the little woman. Maybe it was 
a simple Mrs. Simon who said it. 


s Now—what else does Mrs. Si- 
mon want? She wants to be as- 
sured that her job as wife and 
mother is an important one—that 
her family realizes the trouble 
to which she goes to please them. 

She wants to feel that her child- 
ren admire her more than they 
possibly could admire any other 
mother in the world. She likes to 
win out in competition with other 
women in the neighborhood, in 
club or church groups. She likes 
to feel that she “belongs”—and by 
the way, this wish to “belong” is 
so strong that she will sometimes 
shop at stores where prices are 
higher if the manager or clerks 
remember to call her by name. 

Narrow as her life might seem 
to be, unimaginative as she ap- 
parently is, my own impression is 
that simple Mrs. Simon—though 
not what you’d call scintillating— 
is a rather human somebody. And 
it shouldn’t be too difficult to 
talk to her in language she can un- 
derstand, to promise her some of 
those basic things she wants out of 
life, to show her honestly how— 
by using your product or ser- 
vice—she can indeed make some 
of her dreams come true. 


ws You are probably thinking that 
I’m getting into the trunk in the 
attic now. Old stuff. Lead with a 
benefit? Why, you’ve known that 
since you were knee-high to an ac- 
count executive. Sure. But now 
that you know and understand 
simple Mrs. Simon, isn’t it easier 
to understand why a so-called 
benefit is a benefit in the eyes 


of the holder? Isn’t it easier to 


understand why one benefit is 
more potent than another? Or 
one way of illustrating a benefit 
is far better than another way? 

Take these two accompanying 
illustrations, for example. They 
are both boy-meets-girl, boy- 
loves-girl pictures. And that 
has always been sure-fire. But 
why did one out-pull the other by 
50% in a split-run copy test? 

Knowing simple Mrs. Simon, 
you kngw the answer, of course. 
She has rigid moral and social 
codes. She is ruled by’ conventions. 
She believes that marriage is here 
to stay. So, remembering those 
things about the simple Mrs. Si- 
mon, look again at these illustra- 
tions. 

The two in one of the ads are 
wholesome, sleeves-rolled-up sort 
of young people. He’s holding her 
tight, all right, but they’re laugh- 
ing, happy, care-free. His inten- 
tion? Looks like it might be mar- 
riage. 

How about this other one? 
It’s a clinch all right, but a dif- 
ferent kind of clinch. Makes you 
feel like apologizing for turning 
the magazine page at that par- 
ticular moment. The emotion is 
too intense. The intent of the 
young man? Well, that is any- 
body’s guess. But simple Mrs. Si- 
mon guesses that it isn’t so hon- 
orable. And her emotional reac- 
tion and rejection is evidenced in 
the returns. The first ad outpulled 
the second by 50%. 


a And that reminds me. One of 
my favorite books back in the ’30s 
(and I re-read parts of it every 
now and then) was Kenneth 
Goode’s “Modern Advertising 
Makes Money.” Instead of the 
familiar Attention-Interest-Desire 
-Action routine which we learned 
in school, Goode put the rules 
somewhat like this: 

1. Arouse raw desire. 

2. Follow with rationalization to 
neutralize inhibitions. 

3. Ask for action. 

4. Promise some wanted re- 
ward. 

I accepted this logic 16 years 
ago. It sounded good. But I didn’t 
really get the “why” of it until I 
saw simple Mrs. Simon through 
X-ray eyes. Arouse raw desire. 
Why, of course. Perfect. But the 
very presence of a raw desire 
makes straight-laced, convention- 
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You're embraceable—always, 
when KARE keeps you bath- 
sweet. A different deodorant— 
a soothing, fragrant, satin-smooth 
lotion. So much nicer to use than 
greasy creams and harsh, messy 
liquids. KARE, first major im- 
provement in deodorants in 14 
years, is the only one that: 


Actually soothes underarms 
Stops odor, dries instantly 
Stops perspiration safely 
Won’t harm even fine fabrics 


Safe to use right after shaving. 
Economical, too! At drug and 
department stores, 35¢ & 60¢ 
(plus tax). 

The _—_ why Inc, 


=f 
1 se 


al, family-minded Mrs. Simon feel 
guilty. Quick, then, with something 
to neutralize those natural in- 
hibitions. Reassurance, please. Let 
her know it’s OK for her to want 
what you want to sell her. Then 
tell her where to write, what to do, 
what to ask for. And for further 
reassurance, promise her some re- 
ward she wants. . 


= Old stuff? Sure. But honestly, 
doesn’t it make you just a little 
more certain of your ground to 
know not only WHAT to do, but 
WHY? As a matter of fact, know- 
ing why frequently has a magic 
way of turning an unreasonable 
client into a reasonable one. Makes 
you wonder, really, whether there 
are any unreasonable clients. 
Could be, they are just clients to 
whom no good reasons have ever 
been given. 

But that’s another speech and 
there’s no time for it tonight. But 
there is time for another example 
or two of what will and will not 
interest simple Mrs. Simon. 

Actual tests plus listenership 
figures show that a dramatic ra- 
dio story emphasizing juvenile 


belie 


cers 


delinquency left “the little wo- 
man” cold. That same frigid emo- 
tion greeted a radio dramatization 
stressing the housing problem. 
Likewise, the Freedom Train. 

All subjects of national impor- 
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tance. All given front page space in 
newspapers. But simple Mrs. Si- 
mon was unimpressed, and com- 
pletely uninterested. You see, 
when you say “one world” to her 
you are not talking about Willkie’s 
One World; you’re talking about 
the world in which she is the 
queen. Her own small world 
peopled by her family, some 
neighbors, a few friends, a church 
group perhaps, and possibly a 
Ladies Auxiliary. Anything out- 
side that world—anything that 
minimizes her importance as a 
wife and mother—is a threat to 
her security, her happiness, her 
snug way of life. ; 


a What does she like? Stories in- 
to which she can project herself 
easily and happily. Family 
situations, with Mama well in 
control of things. Stories in which 
the husband and father discovers 
that, without her, he is help- 
less. Advertisements which di- 
rectly or indirectly acknowledge 
her importance, which give her 
very specific help in getting what 
she wants from life—an appreci- 
ative family, a faithful husband, 
admiring youngsters, a home that 
refiects to her everlasting credit. 

If there’s any condensed bit of 
advice I can give you, it is this: 
When you speak to simple Mrs. 
Simon about your wares, speak in 
words of simple homey things 
and, please, not with your tongue 
in your cheek. Simple as she is, 
Mrs. Simon can spot insincerity a 
mile off. And she has an almost 
uncanny way of sensing when you 
talk down your nose to her. No 
disguise of yours can hide it. So 
if you feel in your heart that you 
are better than she, maybe—I’m 
not saying for sure—but maybe 
advertising to the middle majority 
is a job you ghouldn’t be tack- 
ling. 


a One more thought: 

Since the Gardner Advertising 
Co. has gone into social research- 
ing, I’ve made it my business to 
be a little more observant of sim- 
ple Mrs. Simon. I’ve watched her 
shop for groceries. I’ve watched 
her in department stores, in rail- 
road stations, on trains, in doc- 
tors’ waiting rooms. I’ve watched 
her hang out her wash; and boss 
her husband, and more or less 
discipline her youngsters. And 
believe me, simple Mrs. Simon 
isn’t so simple. 

She’s smart in a way that a 
lot of us have forgotten how to 
be. Smart because she keeps right 
on hoeing her own little row and 
leaving it to simpletons such as 
we to worry about what Vogue 
says, what the boss says, what 
Truman says. Yes, she’s per- 
fectly contented to leave the ul- 
cers and the migraine headaches 
and the neurotica to the smart 
career woman. In a way it’s 
amusing. And provocative. As I 
see it, there are only two ways 
to outsmart simple Mrs.. Simon. 
One is to get yourself a fine 
rugged and reliable Mr. Simon, 
do a fine creative job of begetting, 
and devote your life full-time to 
him and to the offspring. 


a The other—and it isn’t an un- 
pleasant alternative, particularly 
if you’re over 30 and advertising 
is in your blood—the other al- 
ternative is to lift yourself up in 
the advertising world not by your 
own bra-straps (who wants to be 
self-made, anyway?) but by 
birthing ideas that simple Mrs. 
Simon simply cannot resist. 
Once you have established a 
reputation for being the kind of 
creative advertising genius who 
knows how to sell Mrs. Simon and 
keep her sold you won’t need to 
worry about where your next 
Adrian is coming from, or your 
next Hattie Carnegie, or your 


hext advertising award, either! 
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JWT Transters Two 

Eugene Austin, J. Walter Thomp- 
son Co. service representative for 
the Ford Dealers’ Advertising As- 
sociation of Southern California, 
will be transferred to the agency’s 
office in Sao Paulo, Brazil, where 
he will work on the Goodyear 
and Ford International accounts. 
William V. Patten, in the New 
York office of JWT, will be trans- 
ferred to the Los Angeles office 
to service the Ford Dealers’ ac- 
count. 


York Mills Drops Radio Show 


York Knitting Mills Ltd., Toron- 
to, will drop the network radio 
show “Singing Stars of Tomor- 
row.” It has been heard in Canada 
from coast to coast for the past 
seven years. The program will be 
dropped to allow more of the 1951 


advertising budget for space adver- 
tising. Cockfield, Brown & Co., 
Toronto, is the company’s adver- 
tising agency. 


Transfers Accounts 


Negotiations have been com- 
pleted for the transfer of all for- 
mulas, manufacturing procedures 
and dextrine accounts of Arnold, 
Hoffman & Co., Providence, to 
National Stareh Products Inc., New 
York. Arnold, Hoffman & Co. is 
concentrating its activities on dye- 
stuffs and related fields. 


Canada PR Group Elects 


Bryan Vaughan, of Public & In- 
dustrial Relations Ltd., Toronto, 
has been reelected president of the 
Public Relations Association of 
Ontario. Lee Trenholm, Provincial 


Paper Ltd., and Ken McGillivray, 
MacLaren Advertising Co., have 
been named vice-presidents. R. G 
Fitzpatrick, Underwood Ltd., has 
been elected secretary-treasurer. 


WICM Begins Operations 


Station WJCM, Sebring, Fla., 
has begun operations. The station, 
owned by Highlands Broadcast- 
ing Co., operates daily from 6:30 
a.m. to 11:10 p.m. and Sundays 
from 7:45 a.m. to 11:10 p.m. J. R. 
H. Wilson is general manager. 


To Air Green Bay Packers 


Miller Brewing Co., Milwaukee, 
will sponsor the broadcasts of the 
Green Bay Packers during the 
1950 season. The games will be 
carried by a network of stations 
throughout Wisconsin and upper 
Michigan. 


49 
Lit Brothers Boosts Keech 


Emily Keech, copywriter in the 
advertising department of Lit 
Brothers, Philadelphia, has been 
promoted to assistant to the sales 
manager of the store. She succeeds 
Adeline L. Jason, who has re- 
signed. 


Reynolds to Cole Agency 


H, K. Reynolds, a former San 
Francisco manager for Foote, 
Cone & Belding, has been retained 
by L. C. Cole Co., San Francisco 
agency, as copy consultant. He al- 
so will continue his free-lance 
work. 


Municipal Railway to JWT 

J. Walter Thompson Co., San 
Francisco, has been named to serve 
as advertising counsel for the San 
Francisco Municipal Railway. 


It is an accepted fact that people learn seven times more through the 
eye than through the ear. But think of this! — Spot Movies (Film 
Commercials) combine the visual impact of newspapers and maga- 
zines, the oral persuasion of radio and, in addition, combine sight 
(with color if you wish) and sound with motion to make product 


demonstrations. 


Spot Movies (Film Commercials) appear on the theatre screens like 
movie shorts. They get almost 100% attention from a relaxed, recep- 
tive audience. (The movie audience is the finest cross-section of mass 
buying power you can assemble.) With Spot Movies (Film Commer- 
cials) you can aim your message at highly selective markets — even 
down to particular neighborhoods — or get nation-wide coverage 


through the 


Cost? Spot Movies enable you to put over standardized, carefully- 
arranged product “demonstrations” at an average cost of only $.004 


14,458 available theatres. 


per movie-goer! 


For the complete story on Spot Movies, write The Movie Advertising 
Bureau today. 
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NEW YORK: 70 EAST 45th ST. © CHICAGO: 333 NORTH MICHIGAN AVE. © 
NATIONAL OFFICES KANSAS CITY: 2449 CHARLOTTE ST. 


CLEVELAND: 526 SUPERIOR N. E. 


NEW ORLEANS: 1032 CARONDELET ST. 
SAN FRANCISCO: 821 MARKET ST. 
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High Rating Isn’‘t 
All-Important to 
Sponsor: Schwerin 


New YorK—The evolution of an 
effective radio commercial for a 
new product has been outlined 
by Schwerin Research Corp. 

Recalling the highlights of 15 
years of testing radio programs 
and commercials, Horace Schwer- 
in, president, traced the de- 
velopment of a broadcast sales 
message for a newly introduced 
women’s product. 

Although the advertiser, whose 
initial problem “was convincing 
listeners the product was harmless 
as well as beneficial,” was not 
identified, it undoubtedly was the 
Toni Co. 

To accomplish its purpose, the 
manufacturer used a testimonial. 
When a beauty expert delivered 
the message, 17% of the women 
listeners remembered and believed 
it. A dancer read the testimonial 
and the score went up to 25%. A 
well known professional woman 
raised the believability-remem- 
brance rating to 42%. When a 
housewife delivered the message, 
she convinced 45% of the feminine 
audience of her sincerity, it was 
pointed out. 


@ Yet, while this commercial prov- 
ed to be an effective one for a 
daytime serial, it rated less than 
6% on believability and remem- 
brance when inserted in a mystery 
program, Mr. Schwerin said. 

The researcher emphasized that 
the highest rated program is not 
necessarily the most effective sales 
vehicle. He cited the case of a 
multi-program sponsor. 

“Of this sponsor’s five network 
programs, one had more than 
double the rating of the other, yet 
it delivered the least number of 
extra users of the sponsor’s product 
per thousand listeners. Another 
show, with half the rating, de- 
livered five times as many cus- 
tomers as the high-rated one,” Mr. 
Schwerin stated. 


s Schwerin measures the sales ef- 
fectiveness of radio in studio ses- 
sions with matched panels of lis- 
teners and non-listeners to a par- 
ticular program. The excess of 
users in the listener group over 
users in the non-listener group is 
figured as “extra customers.” 
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LASTING REMINDER! 


The surest way to be remem- 
bered is to place your name 
and business on a Gits Quality 
Plastic Product. Inexpensive! 
Practical! Truly a friendly, ef- 
fective reminder that will serve 

24 hours a day for along time. | 
There’s a wide selection to * 
choose from, ranging from 
$2.50 per 1000 to $10.00 per / 
item. Ask your specialty job- 
ber to see these lasting, color- 
ful items, or mail coupon 
below for catalog and prices. 


ya) 


po—=— GITS MOLDING CORP. —-——- 
4646W. HURON ST., CHICAGO 44, iLL. | 
C) Please send me catalog and price list of | 


Gits Quality Plastic Items. | 
NAME | 
EIS ea REE es | 
I 57. s clei Aelia aennecdedehamoadecnaiete 
EE RE a  / 


© Please also send s: 
Gits Advertising Sp 
Our busi is 
We sell () direct to consumers, (1 jobbers, 
OC dealers, 0 f ers, 9 
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“The effectiveness of a radio 
program, saleswise, can be said to 
equal the size of its audience times 
the percentage buying the product. 
The percentage buying the product 
is the direct function of how well 
the message is remembered and 
believed. Doubling the size of the 
audience is an expensive and 
sometimes impossible task. Doub- 
ling or even tripling the remem- 
brance and believability of com- 
mercials requires only intelligent 
effort,” he said. 


Canada Foundries to Sills 


Canada Foundries & Forgings 
Ltd., Brockville, Ont., has named 
Allan R. Sills & Co., Toronto, to di- 
rect its advertising. Daily newspa- 
pers and magazines are carrying 
copy for the company’s Great 
Canadian power lawn mower. 


Kelley Appoints Laidlaw 

Russell T. Kelley Ltd., Hamilton, 
Ont., has appointed R. Ian Laid- 
law as associate radio director and 
aoe executive in its Toronto 
office. 


Smith-Gates Names Black 


Ted Black Agency, Reading, Pa., 
has been appointed to handle the 
advertising of Smith-Gates Corp., 
Plainville, Conn., manufacturer of 
thermostat controlled electrical 
heating devices. Hardware publica- 
tions and farm papers will be used. 


Seton Joins Station WOR 
Adolph L. Seton, formerly with 

the Journal and Evening Bulletin, 

Providence, R. I., has joined the 
ublicity department of Station 
OR, New York. 
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Hargreaves Joins Martin 


Albert H. Hargreaves, formerly 
aviation director of the Baltimore 
Association of Commerce, 
joined the — relations staff of 
Glenn L. Martin Co., Baltimore, 
to handle community relations re. 
sponsibilities. 


Promotes Baillargeon 

A. E. Baillargeon has been ap- 
pointed national advertising man- 
ager of Le Petit-Journal, Montreal], 
He has been associated with the 
weekend paper for 17 years. 


wre > 


this modest corner 
grocery store. 


One of the 16 Eddie's 
Super Markets which 
serve Baltimore's growing 
., and 3 more 
are in the plans stage. 


appetite . 


SALES OPERATING 

CONTROLS 
Specific, flexible, practical, 
usable. 541,604 city blocks 
walked and anal 


retail outlets 3,037 shop- 

ping centers and streets located, SURVEYS 
£0 evaluate the sales potenti A market -by- market 
of each of aine great markets. direct - interview 


of commodity brands 
stocked by both chain 
i outlets. 


ties, product rank at 
consumer tevel for 
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Ketelshagen Names Shrager 
Ketelshagen Inc., New York, 
imore menufacturer of Sperb liquid 
‘spices and herbs, has appointed 
John Shrager Inc., New York, to 
more, handle its advertising in newspa- 


is re- pers, magazines, radio and tele- 
vision. 
Purnell Joins ‘U. S. News’ 

n ap- Sam F. Purnell has joined the 


man- Chicago sales staff of U. S. News 
‘treal, & World Report. He was formerly 
with Newsweek and Nation’s Bus- 
iness in sales work, 


Study Ad Practices 
of lowa Retailers; 
Dailies Used Most 


Iowa City, Ia—A study of 95 
Iowa retailers who are consistent 
and aggressive advertisers showed 
they devote 60 to 70% of their 
advertising budget to newspaper 
advertising, according to an article 
in the June issue of the “Iowa 


Business Digest,” published by the 


University of Iowa. 

Almost 90% of the retailers also 
used radio to round out their ad- 
vertising programs, the study com- 
pleted by graduate research by the 
university students showed. 

The 95 retailers interviewed 
were selected by newspaper and 
radio advertising managers in 10 
Iowa cities as their “best adver- 
tisers.” 


s All of the retailers advertised 
in newspapers in the year covered 


and most of them placed advertis- 
ing at least once a week. Over 65% 
of the stores prepared their own 
copy without assistance from the 
newspapers. 

The retailers listed the use of 
pictures, good coverage, low cost 
and audited circulation as some of 
the advantages of newspaper ad- 
vertising. 

Half of the retailers who use 
radio advertising sponsor regular 
programs while the other half use 
spot announcements or share pro- 
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Back in 1931, Edward A. Levy thumbed 
his nose at the depression. 


With courage in one hand, a little cash 

in the other, he opened a tiny service 
grocery in—of all places—~Sparrows Point, 

in the farthest reaches of Baltimore's out- 
skirts. His first week's receipts totaled only $600. 


Edward. A. ane 


: and President.» -: 9 
* to | Eddie's Semper Markets 
ieee Baltimore, Ma. : 


ne 


Eddie wasn't discouraged. He was aware that 
markets change. He plugged along, watched the 
depression pass. His small store grew bigger as 
business grew. He watched Baltimore spread out, 
and as other neighborhoods grew, a new “EDDIE'S 
SUPERMARKET” would appear. 
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& ey «= Since 1931, Baltimore (ABC city and retail trading 
“2 Y = sz0ne) has added 135,000 families. Edward Levy has 
<—= iA been adding, too—there are now 16 of his big stores in 
the outskirts of growing Baltimore. This largest independent 
chain in the city grossed more than $140,000 last week in this 
fast-changing market. 


Throughout the nation, other “Eddie's” in every kind of business are 

writing new success stories because they are alert to changing markets 

and buying habits. Sales-conscious sales managers are sharing in that 
success. 


Your Hearst Advertising Service man has “inside” knowledge of today's 
local conditions. He will share with you complete and accurate, detailed 
information on the ten major markets where over half the nation’s buying 

income 1s spent. Total, classified, on-the-spot data: Sales Operating Controls, 
Commodity Surveys, Market Studies’and Analyses. Contact your closest 
H.A.S. man today. 


KNOW YOUR NEWSPAPER MAN TO KNOW YOUR MARKETS 
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Herbert W. Beyea, General Manager 
959 8th Avenue, New York 19, N. Y. 
Offices in Principal Cities representing 


New York Journal American Albany Times Union Los Angeles Examiner 

Baltimore News-Post American San Francisco Examiner © _ Chicago Herald-American 

Pittsburgh Sun-Telegraph Detroit Times Seattle Post-Intelligencer 
Boston Record- American Advertiser 


Copyright 1949 by Hearst Consolidated Publications, Inc., Hearst Advertising Service Division, All rights reserved. 
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grams with other sponsors. The 
radio stations wrote commercials 
for 65% of the advertisers. 

While 37% of the retailers 
claimed they could trace the re- 
sults of their newspaper advertis- 
ing, only 12% could do the same 
for radio advertising. 


Y&R Opens TV and Movie 
Conference Studio 


Young & Rubicam has set up a 
large new motion picture and tele- 
vision conference studio at 285 
Madison Ave., New York. The 
room has up-to-the-minute equip- 
ment, including an RCA Vidicon, 
tiny TV camera, only eight of 
which have been produced to date. 
The studio will be used in part 
for auditioning kinescope shows 
for clients’ appraisal. 


Saco-Moc Shoe Names Small 


Saco-Moc Shoe Corp., Portland, 
Me., has placed its advertising with 
William J. Small Agency, Boston. 
Magazines, business papers, point 
of sale and direct mail will be used 
in a fall campaign. 
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. . transportation readers—including man- 
agement, operating and purchasing officials 
in railroads, motor transport companies, 
steamship lines, airlines and shipper- 
manufacturer companies. This is a top- 
notch materials handling market for con- 
veyors like Masonway Conveyors and it is 
a vast market which will draw interest in 
your products featured in TSN. 


Therefore, you can do an unduplicated sales 
job in TSN by telling your story to your 
accepted market in the transportation indus- 
try, and at the same time explore other 
potential transportation markets. A_ test 
schedule will prove how TSN’'s editorial and 


-advertising columns assure you tangible 


results at low cost. 
TSN is one of a family of 8 specialized 
services devoted exclusively to the trans- 
portation industry. 


TSN is affiliated with the Troffic World, o 
$20 a year ABC transportation news weekly, 
founded in 1907. 


Transportation 
Supply News 
418 5. MARKET ST. CHICAGO 7, ILL 


New York 17-122 East 42nd St. 
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KPIX Appoints Selph V. P. 


Colin M. Selph has been named 
vice-president in charge of sales 
of KPIX, San Francisco television 
station. He will work with Wesley 
I. Dumm, president, and Philip G. 
Lasky, executive vice-president 
and general manager of Associated 
Broadcasters Inc., owner of KPIX. 
A former partner of Mr. Dumm in 
the Muzart Corp., northern Cal- 
ifornia Muzak franchise opera- 
tions, Mr. Selph will continue to 
serve Muzart in an advisory ca- 
pacity. 


K&E Appoints Carlton 


Leonard Carlton has been named 
production director of the radio 
department of Kenyon & Eckhardt, 
New York. Former “County Fair” 
(Borden Co.) producer, he now is 
agency producer for Kellogg’s 
“Mark Trail” (MBS). 


Appoints Louttit Agency 


T. Robley — Inc., Prov- 
idence, R. I., has been appointed 
to handle the advertising of Title 
Guarantee Co. of Rhode Island. 
Newspapers throughout the state 
and direct mail will be used. 


_ THE SOUTH’S 


HOME MAGAZINE 


EDITED FOR THE SOUTH 
AND ONLY THE SOUTH... 


TAKING YOUR 
ADVERTISING MESSAGE TO 


q 
a 
y 


above-average 
Southern homes 


4 


f@ —the 
South's best-loved maga- 
zine, now the South's 
best-looking magazine 
with a new plate size of 
7” x 10-3/16" — new for- 
mat — new type faces — 
new, top-quality paper 
stock — new, far better 
color reproduction — 
new editorial zest! 


USE ‘4 1O 
SELL THE SOUTH... 
BECAUSE THE SOUTH 
IS SOLD ON... 
HOLLAND'S! 


/ 
ae DALLAS, TEXAS 


Offices in Chicago, New York, Atlonto, Nashville 


Simpson-Reilly, Ltd., om the West Coast 


Real Estate Study 
Shows Retail Space 
Is Still at Premium 


WASHINGTON—Despite the huge 
volume of building during post- 
war years, retail business space 
remains at a premium in more 
than half of the 470 cities covered 
this spring in the 50th real estate 
market survey of the National As- 
sociation of Real Estate Boards. 

Shortages are most acute in 
smaller cities, with only a third of 
the communities “under 10,000” 
reporting a “normal” supply of 
store space. Cities in the “over 
500,000” groups are much closer 
to a balanced supply, with 71% 
reporting adequate store facilities, 
and 73% sufficient offices. 

While rents are rising in 22% 
of the reporting cities, the arrival 
of suburban “park and shop” cen- 
ters has had a marked impact on 
commercial space in the large 
cities. 


s According to the survey, rents 
are “somewhat lower” in one-third 
of the “over 500,000” cities. Simi- 
larly, the “park and shop” centers 
have damaged outlying retail space, 
forcing rentals of “outlying” space 
downward in 20% of the 470 cities. 

The survey turned up shortages 
of industrial sites in 48% of the 
cities, with the pinch most appar- 
ent in the 100,000-500,000 group. 
Oversupply was reported in only 
6% of the cities. 

For the U. S. as a whole, 544% 
reported a “shortage” of retail 
space, 41% “normal supply” and 
5% “oversupply”; 44% reported 
“shortage” of office space, 50% 
“normal” supply, 6% “oversup- 
ply.” 


Arc Welder Test Planned 


Marquette Mfg. Co., Minneapo- 
lis, is giving its new Instant A. C. 
are welder its first public demon- 
stration at the Indianapolis speed- 
way this month. Use of the new 
welder at Marquette’s “official 
welding service” booth on the 
speedway is being announced in a 
series of advertisements in the 
automotive trade press. Olmsted 
& Foley, Minneapolis agency, will 
make use of data assembled at the 
booth in the advertising campaign 
planned for the coming year. 


Honey Bee Appoints Gordon 


Phil Gordon Agency, Chicago, 
has been named to direct the ad- 
vertising of Honey Bee Co., Chi- 
cago. Plans are being made for a 
campaign in the Chicagoland area 
for Honey Bee potato chips. Later 
this spring promotion will begin 
nationally for Honey Bee’s major 
product, French fried shoestring 
potatoes. 
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ACHIEVEMENT PLAQUE—During recent ceremonies at the Ad- 
vertising Club in New York, Andrew J. Haire (center), president, 
presented Charles F. Kettering (third from left), inventor and 
research consultant, General Motors Corp., with the club’s bronze 
plaque of achievement. From left to right: H. B. LeQuatte, presi- 


dent, H. B. LeQuatte Agency; Frederick H. Elliot, secretary, Auto- 
mobile Old Timers; Mr. Kettering; Mr. Haire; Alfred P. Sloan Jr,, 
chairman, General Motors; C. D. Jackson, vice-president, Time 
Inc. and publisher of Fortune, and James Wright Brown, pres. 
ident, Editor & Publishe.. 


Mortimer Named to GF Board 


Charles G. Mortimer Jr., vice- 
president in charge of marketing 
for General Foods Corp., has been 
elected to the com anys board of 
directors. With GF since 1928, he 
was made a vice-president in 1935, 
general advertising manager in 
1938, vice-president of advertising 
in 1943. He has been in charge of 
marketing since 1947. Mr. Morti- 
mer, a former chairman of the 
board of the Advertising Council, 
is now chairman of its policy plan- 
ning committee. 


Stone Appoints Tollen 


Charles A. Stone, publisher of 
the New England Electrical News, 
the New England Appliance & Ra- 
dio News, and the New England 
Housewares and Electrical Ap- 
pliance Buyers’ Guide, official 
publication of the Housewares 
Club of New England, has ap- 
pointed James H. Totten, Chicago, 
as western advertising sales rep- 
resentative. 


McGraw-Hill Boosts Sawyer 


Bayard E. Sawyer, an advertis- 
ing salesman for Factory Manage- 
ment & Maintenance, published by 
McGraw-Hill Publishing Co., New 
York, has been named advertising 
sales manager of Chemical Engi- 
neering, another McGraw-Hill 
publication. Mr. Sawyer has been 
with McGraw-Hill for 14 years. 


Wynn Oil Appoints BBDO 


Wynn Oil Co., Azusa, Cal., has 
retained Batten, Barton, Durstine 
& Osborn, Los Angeles, to handle 
advertising, effective June 1. The 
account was previously serviced 
by J. T. Crossley Co. 


Paraderm Appoints Cory Snow 
Paraderm Laboratories Inc., 


‘Rand Plans Drive 


for Plastiplates; 


Boosts Flexoprint 


NEw YorK—Remington Rand 
Inc. will launch a campaign next 
month in ten business and man- 
agement publications to promote 
Photospeed Plastiplates, which 
were introduced at the convention 
of the National Office Managers 
Association in Cleveland May 22. 

The new plates eliminate five 
of the preparatory steps required 
by the metal offset process and are 
not spoiled by exposure to day- 
light. They were developed to 
make wider use of offset duplica- 
tion for illustrated sales bulletins, 
direct mail, ad reprints and office 
forms. 

Plastiplates are ready for ex- 
posure in a Plastiphoter plate- 
making cabinet after hand ap- 
plication of a prepared mixture, 
and they do not require mixing or 
use of a volatile sensitizing solu- 
tion. Whirling, pre-etching and 
counter-etching are not required. 
No developing ink process is need- 
ed. 


# Along with the introduction of 
Plastiplates, the company is rush- 
ing completion of a direct mail 
campaign to approximately 6,000 
lithographers for the introduction 
of Flexoprint, said to be a new 
method for high speed, low-cost 
production of printed directories, 
catalogs, and lists. Flexoprint 
will allow all copy to be set by 
regular office typists and will 
make possible the maintenance of 
up-to-date lists ready for publica- 


Boston, has named Cory Snow Inc.,' tion at any time. 


Boston, to handle its advertising. 


Although the system has been in 


service for a few companies and 
government departments for the 
past 10 years, Remington Rand 
has never offered it on an exten- 
sive scale. 

The company originally planned 
to kick off promotion for the sys- 
tem in September, but premature 
publicity has necessitated rapid 
preparation of direct mail promo- 
tion to give details of Flexoprint’s 
distribution and marxeting plans. 

Magazine promotion, planned for 
business publications, was first set 
to break in September. The media 
list has not been re-scheduled. 


= In the Flexoprint process, list- 
ings are typed on the margins of 
specially die-cut cards, which are 
then proofread and attached to 
metal panels so that only the 
typed, overlapping margin of each 
card is visible. Changes can be 
made by adding or deleting cards. 

For publication, the panels, each 
representing a page, are locked up 
and reproduced either by photo- 
lithography and offset printing, or 
by photoengraving and letterpress. 

Leeford Advertising Agency is 


handling advertising for both 
Plastiplates and Flexoprint. 
Fuller Brush Names Orr 

Fuller Brush Co., Hartford, 


Conn., has appointed Robert W. 
Orr & Associates, New York, to 
handle advertising for the house- 
hold brush division. John B. Fair- 
bairn Advertising, West Hartford, 
Conn., continues to handle adver- 
tising for Fuller industrial prod- 
ucts. 


To Guild, Bascom & Bontfigli 

Ed Sachs, formerly with Inde- 
pendent Lithograph Co., has joined 
Guild, Bascom & Bonfigli, San 
Francisco, as production manager. 


NEW PHOTOGRAPHIC SENSATION! 


Millions of dollars have been spent on 
the problem of speeding up the pro- 
duction and cutting the cost of full 
color prints, but it remained for one 
Jose Vilardell to actually put the deal 
over. The result of twenty-five years of 
unceasing research and experimenta- 
tion, Vilardell can now deliver from 
one to a thousand beautiful high fidel- 
ity 8x10, 11x14 or 14x17 color prints 
a day at unheard of low prices. 


There are many uses for Vilachrome 
prints but they are specially recom- 


THE VILACHROME CORPORATION @ 4002 W. Burbank Bivd., Burbank, Calif. 


mended for direct-mail advertising of 
luxury-appeal merchandise such as 
automobiles, furs, jewelry, gift items, 
toys and china; for use in sales presen- 
tations and salesmen’s portfolios, and 
for point-of-purchase display. 


Seeing is believing. For sample Vila- 
chrome prints and prices phone, write 
or wire—TODAY. Complete satisfac- 
tion guaranteed provided, of course, 
transparencies furnished have been 
properly exposed or the original photo- 
graphs are taken in our studios. 


@ STanley 7-4823 
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Out where the chest rubs really begin—the Mountain, Southwest 

and Pacific states—the average person uses just twice as much of the stuff 
as his brother in the East. And in the South, where you mightn’t 

expect most colds to travel as far as the thorax, per capita 

chest rub consumption is almost as high. 


Variations like these beset almost any product you can name. That’s why 
where you advertise often determines how profitably you sell. 


Wherever that is, you'll find the newspaper concentrates its coverage 
in the market you select, and is as much a part of it 

as the people who live there—advertise in one and you sell the other. 
It’s the one best answer to where and how to advertise— 


as more and more advertisers are discovering (1949 was the fourth consecutive 


all-time high in national advertisers’ investment in newspapers). 


Whether it’s chest rubs or corn flakes, gasoline or grape juice, 
the newspaper advertiser has one great advantage: 

he’s doing his advertising the way he’s doing his selling 

—in accordance with the fact that 


All Business Is Local — 


6 0 A tn 24 * American Newspaper Publishers Association, offers 


a host of information on the new market-by-market approach to advertising. For your copy of the new 
booklet, ‘‘The Last Frontier of Profits,’ write or wire us at: 570 Lexington Avenue, New York 22; 
360 North Michigan Avenue, Chicago 1, or 240 Montgomery Street, San Francisco 4. 


Sponsored by the Minneapolis Star and Tribune in the interest of more effective advertising. 
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NEW 

265 D 
signed 
newspt 


Competition’s getling tougher... 
for customer attention. The whole street and everything in it 
competes with the store window. The competition for windows 
increases steadily, too! ... To get new audience for windows, new 
interest in products from quick prospects, new appreciation and 
cooperation from dealers, Einson-Freeman offers technicrome— 
which puts new drama in display, pulls passers-by to a full stop, 
gets a plus preference among dealers! 

technicrome is an exciting new presentation, which can be i : 
illuminated vividly with simple backlighting... booked for definite , | | = 
dates and used more than once...produced with your regular crs eee ee ' (left to 


lations; 


display order...Exclusive with E-F! Details on request... is fisting; 
E1nson-FREEMAN Co., Inc., Sales-scintillant Lithographers, a ae rey 


Starr & Borden Avenues, Long Island City, New York. camila Seattle 
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‘PHOTOGRAPHIC REVIEW 


CHIQUITA AGAIN—BBDO-ers and United Fruit Co. executives see a demonstra- 
tion of CBS-TV color telecasting in New York. Left to right are William Lodge, 


HUDDLE—Members of the Southern Ohio chapter of the Four A’s Advertising Co., Dayton; Robert P. Marsh, Compton Advertising, 
chief engineer, CBS; Ina Lindman, director of home economics, United Fruit Co.; 


get busy on plans for the group’s summer program. Left to right Cincinnati; Don H. Kemper, Don Kemper Co., Dayton; E. R. F , be 

are Stanley Willer, Ralph H. Jones Co., Cincinnati; E. G. Frost, Strauchen, Strauchen & McKim Advertising, Cincinnati; and Herb West, head of Batten, Barton, Durstine & Osborn’s television department; 

Geyer, Newell & Ganger, Dayton; Herman Hutzler, Hutzler Robert Collett, Kircher, Helton & Collett, Dayton. Chiquita Banana (Helen Bosshard); Frank Silvernail, manager of radio and TV 
_ time buying, BBDO; and W. A. Pleuthner, vice-president of BBDO. 


GREETER—There was nothing mechanical about this greeting between Don White 

(left), president of the New York chapter, American Marketing Association, and 

Frank Bale, president of Mechanical Man Inc., but the mechanical exhibit in the 

background bowed from the waist. Mr. Dale told a chapter meeting about “Action 
selling at the point of sale.” 


‘> 


INEVITABLE—The Kitchens of Sara Lee, 7 E 
Chicago, spent a year developing the DAY AND NIGHT—Bank of America’s latest painted bulletin adds design and 


formula for its new Sara Lee cheese cake, color at night through use of fluorescent paint and black light. The word “State- 

says Reynolds Metals Co., in whose alu- wide,” normally red, becomes black; “Worldwide,” invisible in normal light, 

minum foil the product is wrapped. appears in yellow-green fluorescent; and the globe at left appears in a variety of 

fluorescent colors. The bulletin, at the intersection of Fillmore, Bay and Cervantes 

Sts., San Francisco, was prepared under the direction of L. E. Townsend, the 

bank’s vice-president in charge of advertising, and recently completed by Foster 
& Kleiser. 


NEW CAP DRIVE—Dr. Pepper is using the 24-sheet poster above in territories of 

265 Dr. Pepper bottlers to announce a contest designed to publicize a newly de- 

signed bottle cap. The $250,000 campaign will run from June 1 to July 31, using 

newspapers, comics sections, posters and TV spots. Ruthrauff & Ryan, Chicago, is 
the agency. (Story on Page 68.) 


NEW NAKS—Chase Candy Co., St. Louis, 
is packaging its six most popular bulk 
candies in coughdrop-size boxes, which 
sell for 5¢. Called Nickel Naks, the new 
product is packed 24 to the carton, which 
folds into the counter display shown here. 


ENTERTAINERS—Members of the entertainment committee, who are lining up plans 

for a “get acquainted dinner dance’ and the annual banquet for the National In- 

dustrial Advertisers Association convention in Los Angeles, June 28-July 1, are (left 

to right): Newt Withers, Wally Sawdon, Bill Hills, chairman, Dan Ebberts, Tyler Mc- 
Donald, Bill Lanier, Duke Lanfre, Cal Haws and Bob Heintz. 


Use Refreshing Seterated, Medicated tye-Pads 


se ® 


AWARD PRESENTATION—Holding the “Lulu” trophies they were given at the Los B 
Angeles Advertising Women’s annual Frances Holmes Award presentations are is th tem Se ie tan ye, ne 
(left to right) Margot Mallary, Cole of California; A. Madelyn Persons, public re- ett otmyate 
lations; Mildred Fluent, Abbott-Kimball of California; Isabel Beasley, Wade Adver- ~Ed. 
tising; Actress Rosalind Russell, who made the presentations; Norma Jean Wright, 
Merchandise Dramatization, “Lulu” special award; Frances Holmes, in whose honor 
the awards are made; Gerry Olinger Hinkle, Gerry’s Advertising and Art Service, : 
Seattle, winner of the Frances Holmes Award as the outstanding woman in adver- 
tising in the 11 western states and British Columbia; and Dorothy Corey, Facts ANIMATED—Black plastic pupils that roll back and forth inside created Ted H. Factor Agency for its client, The Oculine 
Consolidated. hollow, transparent plastic eyes (left) feature this car card, Co.,’ evap Hilis, Cal. 
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“CAKES FOR KIDDIES” CONTEST, sponsored by Sunbeam, distributed SUMMER GARDEN SHOW spotlighted Gimbels summer furniture—plus HOME PLANNING CENTER was Gimbels host department during the 
entries to homes selected by Community Chest. new fashions worn by models. week. Over 500 people passed through it opening day! 


RUG & FABRICS FASHION SHOW, featuring live models carrying swatches, GROCERY DEPT. turned over special displays to Armour and other BH&G- COTY’S COSMETICS were featured in this special tie-in with “Color 
~was moderated by Carol Kent—Gimbels Home Plannirig Center Director advertised food products. Sch P lly Yours.” 
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BETTER HOMES WEEK IN GIMBELS 
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BATTERY OF WINDOWS including this one, tie in with BH&G's April editorial, 
sponsored by Magic Chef. “Color Schemes—Personally Yours.” 
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UNIQUE WALLPAPER DEMONSTRATION was conducted all week by RECIPES FROM APRIL BH&G were followed by Gimbels in baking delicious PACKED HOUSE learned how to make slip covers at this very successful 
Trimz representative. ___ kolachys and orange bow-knot rolls. clinic—capacity crowds at all sessions. 
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Sponsored by the Magazine of Greatest Home Influence 


Talk about the sales-producing power of Better Homes & Gardens—look what happened 
when Gimbels, Philadelphia, staged a Better Homes Week starting April 17! 


Taking suggestions from the editorial and advertising pages of Better Homes & Gardens, 
Gimbels pulled all stops for the event. Home fashion shows, cooking schools, 
slip cover clinics, manufacturers’ demonstrations drew thousands upon 
thousands of Philadelphians to the store. 


And remember, Gimbels is only one of nine leading stores that 
boosted business by holding Better Homes Weeks this spring. Which 
proves all over again the local sales impact of Better Homes & Gardens, 
with its 3,500,000 home-loving, brisk-buying reader families. 
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This kind of local merchandising for BH&G-odvertised products pays off ; ; 
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Retailers to Have 
Special Workshop 
on Radio and TV 


New YorkK—Because of the in- 
creasing importance of television 
and radio as retail sales promotion 
media, the National Retail Dry 
Goods Association will conduct a 
two-day workshop exclusively on 
this subject Sept. 28 and 29 at the 
Hotel Statler here. 

This will be the first intensive 
retail-television course ever con- 
ducted, according to Howard P. 
Abrahams, manager of the asso- 
ciation’s sales promotion division. 
“It was created,” he said, “be- 
cause of the continuous stream of 
requests for radio and TV infor- 
mation from the association’s 7,- 


000 member department, chain 
and specialty stores.” 
The program committee, of 


which Walt Dennis, radio and tel- 
evision director of Allied Stores 
Corp., is chairman, is working with 
Sam Cuff of the Retailers Tele- 


vision Film Service, who will act 
as chairman of the television sec- 
tion of the program. 


s Included among the subjects 
to be presented are: television as 
an advertising sales medium; time 
classifications’ cost differences and 
how to evaluate them; TV selling; 
the presentation of merchandise on 
a live television program; televi- 
sion programming; props and the- 
atrics; and how to put a television 
program together. 

The program is devised to inter- 
est not only retailers but also ra- 
dio stations, advertising agencies 
and manufacturers of consumer 
merchandise who are invited to at- 
tend, Mr. Abrahams said. 


Gets Hotel Account 


The Ambassador Hotel, Atlantic 
City, has named Koehl, Landis & 
Landan, New York, to handle its 
advertising and promotion. 


To Ketchum, MacLeod 


Lee T. Nestor, formerly assistant 
to the director of advertising of Joy 


Mfg. Co., has joined the public 
relations department of Ketchum, 
MacLeod & Grove, Pittsburgh, as 
an account executive and tech- 
nical writer. 


Raymond Joins Curtis 


Curtis Publishing Co., Philadel- 
phia, has appointed Macpherson 
Raymond, formerly with L. Bam- 
berger & Co., as a member of the 
sales staff of The Saturday Eve- 
ning Post with headquarters in the 
New York office. 


Rail Admen Meet in January 


The annual meeting of the As- 
sociation of Railroad Advertising 
Managers will be held Jan. 22-23, 
1951, in St. Augustine, Fla. Walter 
Jackson, advertising manager of 
the Chesapeake & Ohio Railway, 
is president of the group. 


Lenz to Farson, Hutt 


Herbert S. Lenz has been ap- 
pointed senior account executive 
and director of merchandising of 
Farson, Huff & Northlich, Cincin- 
nati agency. He was formerly with 
R. H. Macy & Co. and Young & 
Rubicam, New York. 
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COVER TO COVER... 


ae 
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has a cover 


eee a cover of BUCKEYE or 
BECKETT—the good-looking, long-wearing 


cover stocks which have long been the first 


choice of admen and printers everywhere. 


13 colors, 9 finishes, to choose from in the 
BUCKEYE line; 10 colors, 9 finishes, in the 
lower-priced but very attractive BECKETT line. 


New sample books on request. 


THE BECKETT 
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WAsHINGTON—Retail salés in the 
weeks preceding Mother’s Day 
were disappointing. 

The Federal Reserve Board fig- 
ures showed that sales during the 
week ended May 13 were 8% above 
the dollar volume for the same 
period last year. 


But the 8% “gain” is misleading. |: 


Mother’s Day this year fell on May 
14. Last year, Mother’s Day fell 
on May 8—a week earlier. 

A more accurate impression of 
the strength of department store 
sales this year may be gained 
through comparison of ‘“‘pre- 
Mother’s Day weeks” in 1946, °47, 
48, °49 and 1950. 

The figures shown in the retail 


DEPARTMENT STORE 


1938-39 EQUALS 100 


Week to May 13, ’50*..p308 
Week to May 7, ’49*....334 
Week to May 8, ’48*....330 
Week to May 10, ’47*..310 
Week to May 11, ’46*..274 


pPrel minary, 
*Not adjusted seasonally, 


sales index list in this column 
provide such a comparison. 
Following the post-Easter sea- 
sonal slump this year, department 
sales were somewhat sluggish in 
regaining momentum, and did not 
approach the 1949 and 1948 totals. 
And during the week ended May 
20, the 1950 sales curve again dip- 
ped below the sales volume for the 
corresponding week in the past 
three years. $ 


# In using the department store 
statistics as a business indicator, 
however, it is essential to make al- 
lowances for the fact that retail 
sales in such stores are heavier on 
soft goods and lighter on appliances 
and other consumer durables than 
national averages. 

As a result, the unfavorable de- 
partment store sales figures may 
reflect a slackened emphasis on 
soft goods purchases and a greater 
emphasis on hard goods, rather 
than a general sales drop. 

In recent weeks, the districts re- 
porting greatest buying strength 
have been the Dallas area, the At- 
lanta district, the Chicago district 
and the Kansas City district. The 
New England area has been about 
average, compared with the entire 
U. S.; the New York and Middle 
Atlantic areas have been slightly 
below average and the West Coast 
also has shown a very small down- 
ward trend. 


% Change from '49 


Week Ended 
Federal Reserve May May May 
District and City 6 13 20 


UNITED STATES 8s —2 
Boston District ... 8 —8 
New Haven 1806C 7 
SITE >  desctenmniters 5 —9 
Springfield 9 —9 
Providence 146 —8 
New York Distric ré —4 
Newark ......... 11 0 
Buffalo ............ 3 —7 
New York r56 —5 
Rochester r9 0 
Syracuse .. 6 —7 
Philadelphia Di 2: —T 
Philadelphia rl —8 
Cleveland District ........ —10 8s —3 
Akron ........ 12 —4 
Cincinnati 7-3 
Cleveland .. 7 —2 
Columbus .. 6 —5 
Toledo ....... rs —2 
ee 12 —9 
Pittsburgh 10 —3 
Richmond Distric riz —8 
Washington 17 —5 
Baltimore 7 —12 
Atlanta District 17 0 
Birmingham —l 17 o 
Miami .... 3 23 oe 
Atlanta .. 7 15 —9 
New Orleans —13 ril3 0 
Nashville ............... r—3 r20 0 
Chicago District —10 8 2 
hicago .......... —14 11 1 
Indianapolis —13 12 —4 
Detroit ....... —10 + 3 
Milwaukee _ .................. —13 14 8 
St. Louis District —13 7 0 
Little Rock .... —15 33 3 
Louisville ...... —13 6 5 


Federal Reserve Figures on Department Store Sales 


Advertising Age, June 5, 1956 


beathehth of 


[i eee xB 
SED danssuinieniiiis 15 
Minneapolis Di rile 
Minneapolis ll 
| ee eee 9 
Duluth-Superior ... ll 
Kansas City District .... —10 ri 
y —9 5 
Wichita ........ —19 13 5 
Kansas C.ty —7 7 0 
St. Joseph ........ 2 26 12 
Oklahoma City ............ —12 10 9 
See --7 9 1 
Dallas District —3 16 iF] 
Dallas _............ —4 21 16 
Fort Worth .. —8 2 38 
Houston ceo —10 & = 
San Antonio ................. 1 27 B 
San Francisco District —s 7 =f 
Los Angeles Area —9 9 
Oakland  .....cccccsssveee —13 14 a 
San Francisco —4 20 —J 
PSUR .. ciscictssreceeerernett 6 0 = 
Salt Lake City .......... —12 20 —#§ 
SEE. censncssnnmsancaeaae —l1 o =< 


rRevised. 
**Data not available. 


Roller Derby World Series 
Sponsors Signed By ABC 

American Broadcasting Co, 
New York, which has exclusive 
telecasting rights to the Roller 
Derby, has sold the world series 
of the newest sport craze to two 
advertisers. 

Telecasts of two nights of the 
event, now in progress, have been 
sponsored by Dodge division, 
Chrysler Corp., through Ruthrauff 
& Ryan. Blatz Brewing Co, 
through Kastor, Farrell, Chesley 
& Clifford, will share sponsorship 
of the finals on Thursday (June 
8). The latter was one of the Rol- 
ler Derby’s sponsors during the 
regular season. 


Issues Variety Store Guide 

Variety Merchandiser Publica- 
tions, New York, has published its 
1950 Variety Merchandiser Direc- 
tory of the variety market, a 560- 
page book listing 16,000 business 
organizations in every branch of 
the variety store field. Separate 
Thumb-dexed sections list var- 
iety chains; single-store  inde- 
pendents; variety suppliers; man- 
ufacturers’ sales representatives; 
jobbers and wholesalers; and store 
equipment, display and packag- 
ing suppliers. The book is $12.50 
a copy in U. S. and Canada ($17.50 
foreign). 


Nichols Promotes Manix 

E. C. Manix, who has been sales 
manager of the eastern division 
of Nichols Wire & Aluminum Co., 
Davenport, Ia., has been named 
general sales manager of the com- 
pany. 


Becomes Green Giant Co. 
Minnesota Valley Canning Co., 

Le Sueur, Minn., maker of Green 

Giant brand peas, Niblets brand 

corn and Del Maiz brand corn, has 

feunane its name to Green Giant 
oO. 


Kelly Joins ‘Newsweek’ 

Jack Kelly, formerly on the ad- 
vertising sales staff of The Ameri- 
can Weekly, New York, has joined 
the advertising sales staff of News- 
week, New York. 


MOVED 
RECENTLY? 


If you have moved, tell us 
about it, won't you? Your 
weekly copies of ADVERTIS- 
ING AGE will not follow you 
unless we have your new 
address immediately. Make 
sure you don’t miss a single 
important issue . .. and help 
us make the correction as 
speedily as possible by giv- 
ing us your old address too. 


ADVERTISING AGE, Circulation Dept. 
200 E. Illinois St., Chicago 11, Ill. 
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YOUR SALES MESSAGE... In This Great Space- 
Buying Guide Will Reach 8,500 Key Executives 


—_——_—— Who Make And Place Industrial Advertising 


@ FIRST Place to Look for 
BOTH Markets and Media 


@ ONLY Place Where Business Paper Advertisers 
and Agencies Can Find Both Media and Market Data 


An Unduplicated Master Reference for Evaluating Markets and 
Media—A Basic Working Tool for Building Ad Schedules 


Here is a basic, timed-right ref- 
erence thousands of business 
paper advertisers and their 
agencies use for building ad- 
vertising schedules—the source 
book that brings your media 
sales message right to the con- 
ference tables when media and 
markets are being evaluated 
and vital original schedules 
planned. Here is the master 
reference that positions your media eieedtauneal right alongside data on the 
very market you serve — tells your complete story for the cost of a penny post 
card mailing. Your sales message in the INDUSTRIAL MARKET DATA BOOK helps re- 
sell your regular prospects, helps sell new prospects who are considering your 
market for the first time, helps assure position on original schedules. 


Here alone business paper 
advertisers and their agen- 
cies can find fact studies of 
84 major industrial and | 
trade markets together with 
data on 2,300 media serv- 
ing them. Here is an un- 
duplicated basic working 
tool for evaluating markets 

; and media — for executive 
planning of advertising schedules. Here is a year-’round refer- 
ence which hundreds of business paper advertisers and agencies 
have testified in special letters to us that “they could not do 
without.”” The INDUSTRIAL MARKET DATA BOOK does a master 
Vg — where and when it counts the most. 


Here is the once-a-year opportunity for every progressive 
business paper publisher to file his all-important “‘tell all’’ 
sales message where and when it counts the most — in 
the 1951 INDUSTRIAL Market DATA BOOK. It’s service-timed 
(September 15 delivery) for greatest reference impact and 
value at the fall and 1951 campaign and schedule-plan- 


gE A ning conferences. It’s fact-packed for ready reference day 


Reserve space now for your complete market and coverage sales message. 


after day, all year long, when vital market and media 
data must be uncovered. Here is your biggest opportunity 
and most important single way of presenting your busi- 
ness paper sales message for study by the nation’s top 
level business paper advertising and agency executives 
every time reference is made to your market during the 
year. 


INDUSTRIAL MARKET DATA BOOK 


— 200 EAST ILLINOIS ST., 


CHICAGO 11 
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The Building Boom: A Major Reason 


for Continuing Record Business 


Home Ownership at All 
Time High; See Need for 
Larger Dwelling Units 


(When the results are tabulated, 
the 1950 Census of Population and 
Housing will show a 20 million in- 
crease in U. S. population and a 
remarkable gain in living stand- 
ards. But these figures are two 
years away. This is the second of 
two articles touching on the 
changes which are taking place. 
The first appeared May 29.) 

By STANLEY E. COHEN 

WasHINGTON—One reason post- 
war America provides more than 
56,000,000 useful jobs is the build- 
ing boom. For building is a main- 
stay of the economy, spiraling its 
influence beyond the immediate 
trades to a host of related con- 
sumer goods industries and serv- 
ices. 

Some economists believe the dog 
days of the 1930s are traceable to 
the lethargy in the construction in- 
dustries. Anyway, it is a fact that 
home building was in bad shape 
throughout the decade. During the 
prosperous °’20s, the number of 
new nonfarm residences exceeded 
family formation by 1,300,000. But 
in the ’30s, despite all the efforts 
of the New Deal, construction fell 
off so badly that the number of 
families outdistanced new housing 
by 1,840,000. 


es For an idea of how the con- 
struction industries are pacing the 
postwar economy, look at the na- 
tional summaries of the 1948 Cen- 
sus of Business, recently published 
by the Bureau of the Census. (AA, 
May 29.) 

On an over-all basis, retail vol- 
ume is triple 1939; number of 
employes is up 50%; number of 
establishments static. But the re- 
tail lumber, building and hardware 
group has quadrupled its 1939 vol- 
ume, nearly doubled its staff, and 
marked up a 15% gain in number 
of establishments. 

Moreover, the furniture, fur- 
nishings and appliance group, a 


direct benefactor of the building 
boom, 
sales, a 75% increase in employ- 
ment and a 50% increase in num- 
ber of establishments. 

At the wholesale level, the 
building industry and its affiliated 
trades and services also ran well 
above average. Wholesale sales of 
lumber and construction materials 
in 1948 hit $3,918,467,000 com- 
pared with $804,392,000 in 1939. 
Number of establishments in- 
creased from 3,303 to 5,885; em- 
ployment from 37,420 to 88,325. 


« During the postwar years, the 
home builders redeemed their pre- 
war timidity with a vengeance. 
From 1946 to 1949 they put up 3,- 
476,000 nonfarm dwelling units— 
an unprecedented 1,025,000 of 
them in 1949. 

In 1950 the building boom con- 
tinues to gain momentum at a sen- 
sational rate. Builders themselves 
can hardly believe it. Yet in April, 
according to the Bureau of Labor 
Statistics, 125,000 nonfarm units 
were started. This is 37,000 more 
than in April 1949, and is equal to 
the entire housing output of 1933 
or 1934, 

For four months of 1950, home 
builders started 396,000 nonfarm 
units. The four-month record 
equals the total output for 1938, 
and exceeds by 53.4% the first 
four months of the industry’s ban- 
ner year—-1949. 


@ Though the building boom is 
nationwide, there are boom areas 
within the boom. New York and 
Los Angeles are outstripping all 
other communities, providing be- 
tween them 16% of the nation’s 
new postwar homes. Next, but 
with only 40% as many starts, is 
Chicago. The totals: New York 
293,260; Los Angeles 277,325; Chi- 
cago 95,660. 

In general, the cities that have 
been growing most rapidly are also 
the cities with the most new con- 
struction. Miami, which has had a 
53% increase in population since 
1940, surpasses all other cities in 


the number of postwar building 


Gaithorum 


400 North Rush Street 


Ghittorn FOR AD-SETTING 
Geithorn FOR ENGRAVING 
Yhithon FOR PRINTING 


FAITHORN is the ONLY concern in Chicago 
that offers advertisers this COMPLETE SERVICE... 
a definite saving of TIME, TROUBLE and MONEY. 


Telephone Whitehall 4-2300 


Corporation 
¢ Chicago 11, Illinois 


also reports quadrupled Siem 


Most Active Housing Markets 
per 10,000 of Population 


New permanent nonfarm dwelling Population 
units started, -1949 1940-1949 / 
Number per 10,000 
Total ulation in 1949 Rank 
Metropolitan area number umber Rank per cent 4/ 
United States ............ 3,476,600 237 os +11 ae 
S” deoténbe SS 55,270 1,348 1 53 i 
ED ‘Sesice dieses 277,325 688 2 41 4 
Washington, D. C. ........ 82,300 592 3 41 3 
San Francisco-Oakland ...... 76,920 351 4 50 2 
New York-Northeastern New 

ade s eck d case nes 293,260 230 5 +3 7 
DD CiGedher bovere 65,540 182 6 + 5 
CNT, 0 Wea s'swgb'c o's pe 95,660 177 7 +12 6 
CEs ate hbedscpe de sae 40,360 139 8 9 8 
SEE » lt « aalitvonogke 30,020 134 9 7 9 
‘/ Data for metropolitan areas are based on unofficial estimates. Data for the U States are 


from the U. S. Bureau of the Census. */.Ranks 


igned before rounding. 
—Bureau of Labor Statistics 


units started per 10,000 of popula- 
tion. Pittsburgh, which has in- 
creased in size less than 10% but 
is one of the first six metropolitan 
areas in size and industrial im- 
portance, had the least homebuild- 
ing of any of the 15 major metro- 
politan areas being studied by 
BLS. 


@ One of the reasons the govern- 
ment economists mistakenly pre- 
dicted 8,000,000 unemployed soon 
after VJ Day was that they badly 
underestimated the impending 
building boom. 

They could hardly be blamed. 
They knew, of course, that the na- 
tion was desperately short of hous- 
ing. Construction had been at a 
standstill for five years, while the 
wartime marriage boom was creat- 
ing new families at a rate of 1,- 
500,000 annually instead of the 
“normal” 500,000. But who could 
have anticipated the regularity 
with which Congress has approved 
every measure designed to pro- 
vide easy credit for builders and 
home buyers? 

Since the war, Veterans Ad- 
ministration alone has certified 
1,774,446 home loans worth over 
$10 billion. And there have been 
additional billions of guarantees 
from Federal Housing Administra- 
tion, making it possible for devel- 
opers to move ahead with large 
scale projects at virtually no fi- 
nancial risk. 


w One of the significant facts 
about the postwar housing boom 
is that 90% of the building is for 
“speculative” purposes. Millions of 
Americans who might otherwise 
never have built have been in- 
duced to become home owners. 
According to Federal Reserve 
Board studies, the percentage of 
home owning families in the popu- 
lation increased from 34% to 40% 
between 1948 and 1949. In early 
1949, Federal Reserve found that 
30% of all the homes owned by 
nonfarm families had been pur- 
chased between 1946 and 1949. 
The percentage of home owner- 
ship is still increasing, though the 
ratio of new one-family homes to 
new rental housing moved closer 


to normal during 1949. 


@ For the period 1946-49, 2,890,- 
000 units—83% of all new con- 
struction—were one-family homes. 
When the 1940 Census was taken, 
there were 19,000,000 one-family 
homes—64% of all dwelling units. 

By breaking down the 1946-49 
figures, it is possible to demon- 
strate a swing back toward the 
traditional relationship. In 1946 
88% of all starts were homes; by 
1949 the figure had dropped to 
717%. 

The picture varies widely from 
city to city. In Detroit only 7% 
of the 1949 starts were for rental 
purposes; Washington is at the 
other extreme, with 69% of the 
1949 starts designed as rental units. 

By 1949, New York, which was 
a 73% rental market in prewar 
days, had worked back to the 
point where 56% of its starts were 
for rental purposes. Chicago, Den- 
ver, Los Angeles, Miami and Seat- 
tle are among the major metro- 
politan markets still getting less 
than their traditional percentage 
of rental units. 


a The heavy home buying of the 
postwar period -could have its 
drawbacks, because many of the 
new home owners are burdened 
with sizable mortgage obligations. 
According to Federal Reserve 
Board, at least half the homes sold 
in 1948 involved mortgages for 
more than 60% of the sales price; 
a third were mortgaged for 80% 
or more. 

But home owners are a fertile 
market for many products: fur- 
nishings, garden supplies, storm 
sashes and appliances, for example. 
So it is worth while to look at the 
kinds of homes people are buy- 
ing. : 

For the most part, according to 
studies currently under way at the 
Bureau of Labor Statistics, the 
speculative builders are putting up 
“minimum” homes. Characteristics 
vary from city to city. In Atlanta, 
for example, the typical new home 
is a one-story, four-room affair, 
generally frame with no basement, 
and with only 780 square feet of 
floor space. In San Francisco, it is 
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a five-room stucco or wood houge 
with 1,000 feet of floor space. Ang 
chances are it will have a fireplace } 
and a one car garage. 


w One shortcoming of most post. 
war housing is lack of space, par. 
ticularly lack of enough bedrooms 
in the light of the apparent trend 
back to larger families. In this 
year’s housing legislation, Cop- 
gress is trying to remedy this eyjj: 
attractive loan terms are offered 
for builders who provide homes 
with three and four bedrooms. 
Here are some examples of the 
“typical” house in some of the 


metropolitan areas covered in the 
BLS survey: 

Washington: generally five 
room one-story brick; 60% have 
under 1,000 square feet of floor 
space. Most have basement or util- 
ity room. Fewer than 10% have a 
garage; 60% have plaster walls. 

Pittsburgh: typically two-story 
six-room brick veneer. Virtually 
all have basements, 89% have 
plaster interior walls. 


a New York: 60% are 1% story 
frame homes, averaging 860 square 
feet of floor space; 45% have only 
four rooms. Three fourths have 
basement, and two thirds have at- 
tic suitable for finishing. Dry wall 
(gypsum board) interior used in 
twice as many homes as plaster. 

Philadelphia: three out of four 
are two-story six-room brick row 
houses, with over 1,000 square feet 
of floor space; 90% have base- 
ment. 

Dallas: usually one-story de- 
tached five-room house, with 820 
square feet of floor space. Four 
out of five are of wood, mostly 
with dry wall interior finish. Two 
thirds have space heaters, one third 
have garage, one quarter have 
porch, Generally no basement, util- 
ity room or fireplace. 

Atlanta: half are one-story 
frame four-room, averaging 1780 
square feet of floor space. Most 
have dry wall interior and only 
one in five has a basement. 

San Francisco: Typically one- 
story five-room wood or stucco, 
with no usable attic. More than 
four out of five have dry wall in- 
terior finish, only one third have 
porch, only 10% have basement, 
but 60% have fireplace and 95% 
have garage. 

Los Angeles: unspectacular one- 
story five-room homes, with 900 
square feet of floor space; 90% 
are stucco or frame, no fireplace, 
no garage, basement or utility 
room; 90% have plaster walls. 


@ Mindful of the disaster which 
resulted from the “overbuilding” 
of the 1920s, builders are to be 
forgiven if they constantly won- 
der, “How long can this go on?” 

So far as anyone can tell, the 
end apparently is not in sight. A 


MORE POPULATION 
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nouse | ; 
“And Increase In Home Ownership 
Place ) ss No. Units Built % Rental No. Units Standing Rental 
1946-49 1940 
4, $. total 3,476,000 17 19,081,429 36 
WY—N.E.—N.J. 293,260 48 3,047, 73 
POst~ § Los Angeles 325 24 995, 30 
95,660 17* 1,368,571 70 
par- 90,490 8 631,563 47 
‘ooms ington 82,300 54 257,169 44 
trend § sae Francisco 76,920 19 484,519 43 
Philadelphia 65,540 25* 847,948 25 
this § siami 55,270 41* 88,792 40 
Con. | maton 40,360 27 725, 58 
~ F pallas 33,170 13* 113,973 28 
evil: | Atlanta 23,570 33* 130, 34 
fered pittsburgh 30,020 27* 519, 39 
Dever 23,250 13 121,719 35 
OMes 9947-49 
, the ” —Bureau of Labor Statistics 
: a varefully reasoned Commerce De-| Washington Adclub Elects 
partment analysis says it = al-| William F. Sigmund, a partner of 
‘ives ost surely go on for another two Henry J. Kaufman & Associates, 
hoes three years. has been reelected president of the 
fl But economists have a habit of| Advertising Club of Washington. 
Of Being wrong about the building|Tom Griffin, of the Washington 
util- industry. Its potentialities were|Daily News, has been reelected 1st 
ivé a | underestimated five years ago.| vice-president. Clayton Sanders, of 


ls. lven today, when the industry’s 
wrospects look so bright, it is pos- 
ible that danger signals have been 
werlooked. 

In industry circles they talk 
ibout 1,200,000 “starts” for 1950. 
t is a tantalizing prospect. Yet it 
by no means certain. Already 


only Bhere are reports that prices of 
have fhaterials and labor have turned 
e at- Toward as a result of keen com- 


tition in the marketplace. The 
ommerce Department’s econo- 


r. ists, pouring over their charts 
four Bnd tables, could hardly have an- 
TOW licipated such a turn of events. 
feet 
ase- 
** Chemical and Food 
e- m 
30 Industries’ Dollar 
Four ~ ’ 
sly WOlumes in ‘47 Told 
Two § New YorkK—Chemical and food 
hird rocessing industries top all other 
ave Eoanufacturing industries in dollar 
util- Balue of products manufactured, 
ccording to a joint report re- 
tory feased last week by Chemical En- 
780 meering and Food Industries, two 
Most BicGraw-Hill publications. 
only | The report, based on the U. S. 
ensus of Manufactures for 1947, 
ne- atest figures availab:e, reveals 
iccO, Bhat the chemical process indus- 
‘han ries shipped $35,411,130,000 worth 
in- bf products that year, while the 
lave food processing industry, a close 
ent, becond, shipped $32,944,173,000 in 
5 %o oodstuffs for human consumption. 
These figures contrast sharply 
me- With those of 1939, the last pre- 
900 ious census year, when output 
0% In these two fields was $11 billion 
ace, hand $9 billion, respectively. 
lity 
. The chemical process field, in its 
; mtinuing plant expansion pro- 
hich fram in 1947, spent in excess of 
ing” 2.1 billion, which, the report says, 
be |iccounted for almost one-third of 
fon- jhe total spent by all manufactur- 
= ng for capital expenditures. 
e 


The food field, in second place 
- A lind described as “always a stable 
froup so far as plant improvements 
are concerned,” invested almost $1 
billion for new plants, equipment 
md machinery. 

Cost of materials, fuel, electric- 
ty and contract work in the chem- 
eal process field was reported as 
more than $22.5 billion; for the 
food industries the tabulation 
thows something in excess of $16 
billion. 


Agency Changes Name 


Fashion Advertising Co. New 
York, will change its name to Mer- 
vin & Jesse Levine Inc., effective 
June 1. The agency was founded 
% years ago by Mervin and Jesse 
ine to specialize in apparel ad- 
vertising. Mervin Levine will con- 
tinue as president and treasurer, 
ind Jesse Levine remains as vice- 
Wesident and secretary. 


bins Hirshon-Gartield 

Robert F. Lewine, vice-president 
f Cine-Television Studios, has 

m named radio-TV director of 
Hirshon-Garfield, New York. Ju- 
fah Katz, the agency’s media di- 
tor, has been appointed super- 
sor of time buying. 


ud 


Peoples Drug Stores, has been elec- 
ted 2nd vice-president. Stanley 
Bell, of WRC, and N. Ward 
Guthrie, of Guthrie Lithograph 
Co., have been named treasurer 
and secretary, respectively. 


‘Reader's Digest’ to Honor 
10 Years of Spanish Edition 


Reader’s Digest, New York, will 
mark the tenth anniversary of the 
first foreign-language edition in 
December, 1940, with a commem- 
orative issue for the Spanish edi- 
tion in December this year. The 
issue will be the first special issue 
during the magazine’s 11 years 
of international publishing. 

An additional guarantee of 100,- 
000 circulation will be given, 
bringing the total net paid guar- 


.|antee to 1,000,000. The circulation 


of the first Spanish issue was 125,- 
000. An allowance of $500 will go 
to advertisers using a four-color 
page in all four Spanish editions 
(Mexican, Caribbean, Southern 
Hemisphere, Argentine), or all 
editions but the Argentine, and 
$300 to advertisers using four-col- 
or in both the Mexican and Carib- 
bean editions. 


Clothing Convention Planned 


The first national convention of 
Clothing Manufacturers Associa- 
tion of U. S. A. will be held at 
the Waldorf-Astoria, New York, 
Oct. 9-11, 


Cé&O Drops No-Tipping Policy 


The Chesapeake & Ohio Rail- 
way has returned to tipping on the 
railroad’s diners after three years 
of its no-tipping experiment had 
failed. The railroad said the “cus- 
tomer just doesn’t have the cour- 
age not to tip.” 


‘Review’ Changes Format 


The Review, Evanston, Ill., will 
change June 1 from a 4-column to 
a 5-column by 14” format. Since 
April the paper has been printed 
entirely by offset and will continue 
to do so. Inch rate for advertising 
remains the same. 
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SOUNDS LIKE MAGIC WORKS LIKE MAGIC 


YOU could set type for an ad like this right at your own 
desk. It's no trick at all with FOTOTYPE - the streamlined 
successor to metal type. Just slip die-cut cardboard 
letters into exclusive, self-aligning composing stick. 
Slashes type costs. Makes layout preparation easier, 
faster. Wide selection of type faces. Cotalog free! 


FOTOTYPE, INC., 1415 Roscoe, Chicago 13 


If you make any of these products — 


Lubrication Engineering / =: 


can sell them for you @ write FOR FACTS 


343 S. DEARBORN ST. CHICAGO 4, ILL. 
The only Publication Devoted Exclusively to Lubrication 


Sure way to 


make your message 


TIMELY 


Advertisers who use Telechron Ad Clocks find these units 
one of the wisest investments in their promotion budgets. 


That’s because these long lasting display pieces are on the 
job, day in and out . . . bringing your message to prospects 
at the point of purchase where it counts. Telechron Ad Clocks 
have a low initial cost, low operating cost. They give strong 
sales backing wherever they are used . . . for slogans, trade- 


verages 


Gelechuon 


marks, package designs. 


For complete details on the entire line send coupon below. 


Telechron Inc. A General Electric Affiliate. 
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ADVERTISING 
CLOCKS 


Your All-Time 
Point -of-Salesmen 
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Miuminated 15° Ad Clock No. 6. For 
store windows ond all-night service inside 
stores. Advertising message baked into trans- 
lucent dial. Costs as little as $6.50 (plus tax) in 
maximum quantities. Also No. 604, 12” Ad 
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TELECHRON INC., 360 Union Street, Ashland, Ma 


I'm interested in more inf elechron 
liquidating deals for ao, ” 
Tell me more about: 
oO 15” 
oO 12” 


ssachusetts 
Ad Clocks and the self. 


ILLUMINATED AD CLOCKS (Minimum quantity, 100) 
NON-ILLUMINATED AD CLOCKS (Minimum on 
C) 8” CLOCKS for use in dis; 
() PROMOTION CLOCKS 
() PRODUCT REPLICA CLO 
! am interested in... .(No.) Clocks 


plays or dispensers (Minimum quantity, 50) 
(Minimum quantity, 250) 
CKS (Minimum quantity, 500) 


CPPCC COCO COCO OCC CCCS 


Clock, non-illuminated, at $4.95 in maximum 


Non-illuminated 8” Ad Clock No. 603. 
Can be mounted in panels. Used on drink dis- 
pensers, counter dispensers, 


back-of-counter panels 
and so forth, Costs 
$3.45 in maximum 


Promotion and Product Replica Clocks. 
For use as company gifts to key people outside 
the organization. Designed to fit into replica of 
your product. Wide price range. 
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Springs Has a Competitor 

To the Editor: Your current ed- | 
itor'al concerning the back-of-the- | 
barn colonel who directs advertis- | 
ing for Springs Mills is a trifle 
harsh, relatively. Please note en- 
closed handout and picture from 
Atherton Advertising Agency in 
Los Angeles. 

Of course, the “Lemon Girl” pic- 
tured is beamed at taverns, while 
Springmaid gals and cracks cavort 
wherever the mailman makes his 
stops. But we wonder how the Ath- 
erton people make sure none of 
those “100 a week” requests come 
from adolescents of various ages 
and tendencies. 

Let’s put a stop to this sort of 
thing before the watermelon grow- 
ers get into the act. 


E. N. WItson, 
Food Retailing, Chicago. 
e e @ 


Publishers Have a Stake 
in Good-Taste Problem 

To the Editor: I want to com- 
mend your leading editorial “The 
Colonel and His Talents” in Ap- 
VERTISING AGE of May 8. 

But I wonder why the writer of 
this editorial didn’t take the pub- 
lishers to task. The standard of 
public taste must, in an early in- 
stance at least, start with the pub- 
lishers. There are publishers in the 
past and the present that have had 
the courage to rule out advertising 
which one way or another does not 
agree with their standards of good 
taste or which in their opinion at 
least is against the public interest. 

It is all right for associations 
and other advertisers to cry out 
against bad taste in some adver- 
tising. It seems to me that the cor- 
rection of bad taste lies largely with 
the publishers and I believe that 
in their attempts to raise the 
standard of good taste in adver- 
tising they would have a lot of 
support. Some of the advertising 
media that have more recently 
come on the scene of advertising 
have been the worst offenders in 
permitting advertising that was 
distinctly in bad taste. Competi- 
tion has caused publishers of news- 
papers and magazines to lower 
their standards in order not too 


This department is a render’ s forum, Letters are welcome. 


C. a 


‘LEMON GIRL’—Atherton Advertising 

Agency, Los Angeles, reports that this 

picture, first used three years ago as a 

direct mail piece to bartenders by its 

client, Pacific Citrus Products Co., is still 

being mailed at the rate of 100 a week 
in response to requests. 


seriously to affect their linage. 

Let the owners of media take 
the lead and they’ll discover a 
numberless army of crusaders be- 
hind it who are now more or less 
helpless without their leadership— 
and courage. 

ArTHUR S. COTINS, 

Moser & Cotins Inc., New 

York. 

Mr. Cotins is right, of course. If 
he will refer back-to the last sen- 
tence of the editorial, he will find 
that this suggestion was embodied 
therein. A number of publications 
have refused to accept Springs 
copy. 

* * + 
Says Springs By Comparison 
Isn't Most Objectionable 

To the Editor: I find it impos- 
sible to jump on your band wagon 
entitled “The Colonel and His Tal- 
ents.” The music you’re playing is 
above my appreciation for editori- 
al discord. 

Col. Springs, suh, doesn’t 
“stretch good taste to the ultimate 
limit” any more than does: 

(1) Minister Grateful—Over- 
comes Constipation (All-Bran) 


i LCLIEDS 


MECHAN'™: 


4 Complete 


-SS ° TELEPHONE HARRISON 
17-4020 - 4021 - 4022 
E, 7s 
LI YEARS MAKERS OF 
mec e rriwt™ — 


Sewétce.. 


FOR THE GRAPHIC ARTS BUYER 


fem BLOMGREN BROS. & CO. 


626-638 FEDERAL _ STREET, CHICAGO 5, ILLINOIS 


TING PLA ' 
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(2) Relieve Pains of Simple 
Piles Instantly (Pazo) 

(3) Old At 40, 50, 60? Man, 
You’re Crazy (Ostrex) 

(4) Were Women Born to Suf- 
fer? (Cardui) 

(5) Scratches May Cause Pus 
(Oil-O-Sol) 

(6) Use Chewing Gum Laxative 
—Removes Waste—Not Good Food 
(Feen-A-Mint) 

These headings were selected 
from two daily newspapers, and 
had a further search been made 
we could have come up with taste- 
ful little ads about how to raise 
nasty mucous—an illustration of 
plump, diseased toes in the throes 
of athlete’s foot infection, et al. 

Credit Col. Springs, suh, with a 
new freshness of copy and illustra- 
tion that I presume many trades- 
men enjoy. If the gentleman makes 
products that are used for better 
enjoyment of the eight hours we 
are presumed to have for bed- 
time, give the gentleman a vote for 
putting his message in a vernacular 
that even you and I can under- 
stand. Let’s not exhibit the fact 
that age limitations make nasty the 
things that some of us must merely 
read about rather than enjoy first 
hand. 

It appears that all of us “old 
fogies” in or out of the adver- 
tising business have a challenge to 
meet in deciphering and explain- 
ing to our children the various 
pieces of editorial and advertising 
copy to which we and they are 
subjected. It would indeed be a 
happy day for all of us if Col. 
Spring’s copy were most objection- 
able. 

I have always believed that if 
a man is a specialist in any pro- 
fession, it is best not to woo him 
away from his specialty. 

Let’s NOT take Springs from 
the bed, or vice versa! 

CHAS. GRESSLE, 
RFD, Jamestown, N. C. 


Readers Agree with Editorial 
on Springs Mills Copy 

To the Editor: More power to 
you in your editorial such as “The 
Colonel and his Talents” in yours 
of May 8. 

I agree heartily that it would be 
a grand thing for advertising if 
Colonel Springs would pick up his 
bed and travel as far away from 
advertising as possible. 

If his advertisements are hum- 
orous, then the gutter is the fun- 
niest place in the world. 

ALVIN LONG, 

Long Advertising Service, San 

Francisco. 

To the Editor: Your editorial in 
the May 8 issue on “The Colonel 
and His Talents” very well de- 


scribes some of the advertising 
done by Springs Cotton Mills. I 
certainly hope that Colonel Springs 
will read it. 
Incidentally, I very much en- 
joyed your talk at our Advertising 
Club in Washington recently. Hav- 
ing been brought up in the old 
Blackett-Sample-Hummert school, 
which requires advertising space 
to pay off, I appreciated your re- 
marks about selling copy. 

Murray WHEELER, 
Director, Public Relations, Na- 


tional Fisheries Institute, 
Washington, D. C. 
e ee 
Ads for Beer and Cigarets 


Are Ditferent in Canada 

To the Editor: Your article by 
G. D. Crain Jr. in the May 1 issue, 
regarding cigaret advertising, con- 
tains food for a great deal of 
thought. It points up the great dis- 
parity between U. S. and Canadian 
cigaret advertising techniques. 
Canadian themes emphasize the 
pleasure element in the use of the 
product. It has never promised, or 
suggested, any other effect than 
enjoyment. Themes have been 
based on relaxation, satisfaction— 
always pleasurable. 

The same technique of restraint 
and good taste, which is so evident 
in cigaret advertising in Canada, 
may be found in the advertising of 
brewing products in Canada. In 
most Canadian provinces, advertis- 
ing of beer and ale as such is for- 
bidden by law. In these provinces, 
and on a national scale, Canadian 
Breweries Ltd. has adopted the 
public service type of advertising. 
This type contains no reference to 
the product beyond the adver- 
tisers’ logotype. 

Since this Canadian Breweries 
advertising began, some eight 
years ago, the organization has 
been commended on its high ideals. 
O’Keefe’s Brewing Co., for in- 
stance, has built up widespread 
good will through its series, “Can- 
ada Unlimited.” The advertise- 
ments are written in warm, color- 
ful and sincere style, and their 
background is the history and peo- 
ple of Canada. Currently, the ser- 
ies is “Sportsmanship in Canada 
Unlimited.” Each advertisement is 
illustrated with the work of an 
outstanding Canadian artist. 
O’Keefe’s is currently building on 
this service to Canada by the es- 
tablishment of the O’Keefe Art 
Awards, to enable young art stu- 
dents to continue their professional 
training. There have been over 
3,800 applications received to date 
from artists who desire to compete. 

Carling Breweries, another div- 
ision of Canadian Breweries Ltd., 
is performing similar public serv- 
ice. The theme of Cariling’s cam- 
paign is conservation of Canada’s 
natural resources and wild life. 
Carling’s uses as its slogan, “Na- 
ture Unspoiled—Yours to Enjoy, 
Yours to Protect.” The current 
campaign features Canadian birds, 


and the copy ends with “Once 


ree COLNE BOEMCONES 


IDEALS—These two ads, for O’Keefe’s Brewing Co. and Carling Breweries, are ex- 
amples of the public service type of advertising used in Canada, where, in most 
provinces, brewers may not “sell” their products as they are advertised in U. S. 
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you’ve discovered nature, yoy 
want to keep it unspoiled.” 
Current readership surveys jg 
Canadian magazines show a hi 
favorable public response to ¢h 
advertising. Information has jug 
been received to the effect thay 
Carling’s advertisements have at 
tained the highest readership eye 
reached in Canadian magazines, 
Medical testimony?—not a word 
appears about it. The adherence 
to truth and common sense is the 
rule, Its effect is certain, and j 


TOM FLEMING 


Portsmouth 
(Ohio) Times 
Why mgny run their 

test campaigns in 
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and Account Executives 
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Whether you plan to test 28- 
line copy for a proprietary, or 
a half-page schedule for soap, 
or a new frozen food, the Ports- 
mouth Times, plus our alert, 
very active national staff, are 
ready to help you get the an- 
swers you want. 

Here you can test your copy, 
sampling devices, deals (if 
any), displays — in fact, just 
about anything you have in 
mind. 


We are two 


cities in one 


Your advertising will cover two 
city markets — Portsmouth, 
with 46,396; and New Boston, 
a separate community, with 
6,035. This town is bordered 
on three sides by Portsmouth 
and on the south side by the 
Ohio River. It’s an unusual sit- 
uation. You pay one price but 
you get two city markets. And 
in addition to that, there are 
89,810 residents in the Trading 
Area, covered by the Ports- 
mouth Times. 


Our location is ideal 


for a test 


We are 100 miles from Cincin- 
nati, 93 miles from Columbus. 
We know and can introduce 
your people to every prospect 
you want to sell. We have sev- 
eral case histories of our work 
that are yours for the asking. 
If you want anything sold in 
Portsmouth, my time is your 
time. 


OUR 7 PAPERS 


© CANTON (OHIO) REPOSITORY 
© STEUBENVILLE (OHIO) HERALD-STAR 


© SALISBURY (MD.) TIMES 
These 3 represented by 
Story, Brooks & Finley, Inc. 


MARION (OHIO) STAR 
EAST LIVERPOOL (OHIO) REVIEW 
PORTSMOUTH (OHIO) TIMES 


SALEM (OHIO) NEWS 
These 4 represented by 
John W. Cullen Company 


RUSH MOORE, 
SR SPAPERS 


OF OHIO 


ached 
eles b 
ices Oo 
onside 
a his f 
pr this 
ng the 
ion of 
jus anc 
roach, 

Alrez 
rovers; 
vith so 
up thei 
rlaimin 


beneatl 
ession’ 
be hav 
umani 
bank sé 

Rod |! 
ger of t 
cago to 
Mr. Ay 
feels tk 
and eff 
paid of 


Milto 
oe 


Clarifi 
No-Col 
To tk 
sue of 
Voice c 


letter s 
itor, Nz 
nal, Va 
In hi 
scribed 
had use 
color pl 
this is | 
and-w 
were m 
were th 
a color 
Befor 
pressior 
hew in 
Sion se¢ 
Engr: 
tquippe 


tomoda 
wnly. In 
fional s 
this typ 
The 
scribed 
undoubt 
black-a: 
tives w 
the stu 
filters y 


ee ~ -e sted i ' ee ee ee ee ui seo eee ees ee ie i - es. v- he a _ ry = 
: : er Pee Se ee aS ‘(Se ee a mae aden) a se a wie nad P ss me sii fiat 
: eons ie ae J. Ee. : ; er cee ms ee nat : f= ave “s, ef ines 3 an See Teh i - 3 ee. nes ae a a oie aah _ bes > id f eg as oar ae Bae ie: ra: 
ie . » . t Diisins =i ud "l 
: | 
| po 
: | | 
7 a 
a Se ee | 
5 . of Aca aa 
F % isk 2 ies 
ins . ; Ps oy 
er ‘e * , 
Te a : : 
a Po 
i A 7 
: : rd 
1: H 
’. 
: 4 - — ~S : 
; ' Sas i 
| SSS E 
; / ~~ : c 
| i | 
. Fi : 
| 1GaQ)); i ia 
* 4 H 
' : 
A f) : Y 
a dvertising ; «< 
: . na. 
4 Manager \ / ome 
: . 
4 s ( 
H 
ao er 
. oo 
ecole 
= 
; 2 
2 
po 3 
_ 
| 7 . 7 
sels sss 
- bd 
=) ’ 
\ 
| : a) 
ets ie, oS 
et AR i . Cant 
~ @ ee FA : 
S a 
ee 
ee ‘ * . an elie. V, 
aan sayy cao k 
om, t F 
an = of j 1 
. ' a i so ed t 
eae sail a V 
— a ae " ‘ J et? A | 
- n : . + »s / re - / ] 
“se BS eae : | 
“ “~ 4 — 
j a \ ab) om } 
- ; : es 1 . 
s f e { oo 
g n 4 Cs Spring ; os 
oes Se ye MS ee ee i 
r ae yer” a ae Mes <te the tare comms oh easing, Chcetd sant omy” t 
ae agony es ae = ik eee! asin NP Ml che ben thle et fete and masdowe, ; 
ce age eae ee ee eee Meee e saat onto ponent ate cage 
9 ee ca eee a eee ae a a ae { 
ee ee einen ores amal ° 
SPN oi Be ei aoe a — ‘hee q ss bhetomnd or med wey te las. ebro pen ee 
: i mi Pi, ay a4 a 1 a earee ge baoe Ges . 
; f = ee ‘ 0 stm They arn alt grout domrcagene, 
% vt i i z oN Pet : st ommee: nel Lomrputines, porrtunterty te ts 
. i — : iN oe oo ae SS a ota amane Th clantd thegs ts prea 
} e ' tod denies timesnfantaad °} 
ahi © ay woe Hm UE he oem Me the wow wankt of | 
— . \ hag neat ita po man dewenpt i 
. mation tie On exp remed gumaion 
pa , : ' 2 Cue pure Saves 
Chi 44 your Canadu Untiunitéd N uf prteatap honed 
a ae SS. es 
Sete Ge Sa Sees oath » CARLING’S 
SSeS PS ; 
ONES er ne eee eee ste’ ad —a 
hy) ee ; 
EZ a eS eemaenram ! 
; : ° > < 
CE a ee en a eee eee rene oe ene me Rememmet <0 Smo ar wt Hing momen LG mre ee aimee Te cer nT cS ar ee eRe ye ear eRe La! ee Me el dt a Sa cee RN Remmi gr Ny a ey nn ernie gta ay 5k, clk ta Ain 


Ba | Advertising Age, June 5, 1950 
ie ysers have large sales and public 
approval to prove it. 


oy s R. V. BIRTWHISTLE, 
> Creative Chief, McKim Ad- 
3 just vertising, Montreal, Can. 

that eee 

’¢ at} Humanized Ads Pay Off 


> CVENE for Los Angeles Bank 
pe. To the Editor: Our client, Union 


word] pank & Trust Co. of Los Angeles, 
is the has inaugurated a new series of 
nd its newspaper advertisements, which 

we sincerely believe to be a com- 


pletely unique approach to con- 
sumer financial advertising. 
As you will see, from the at- 


NG 


77g} 


of Los Angeles 


THE BANK OF PERSONAL SERVICE - Gn @ MILE 


ached proof sheets, this Los An- 
eles bank has engaged the ser- 
ices of John Averill, whom we 
onsider one of the foremost artists 
a his field, to prepare illustrations 
pr this new series of ads, lighten- 
ng the usually prosaic presenta- 
ion of bank copy, with his humor- 
tus and refreshingly different ap- 
yroach, 

Already, a small storm of con- 
roversy has arisen in this area, 
vith some bank executives holding 
up their hands in horror and pro- 
Prlaiming that such advertising is 
beneath the dignity of the “pro- 
lession’”’; but still more bank peo- 
le have praised Union Bank for 
umanizing the selling of standard 
ank services. 

Rod Maclean, advertising mana- 
ger of the bank, went clear to Chi- 
cago to work out these ads with 
Mr. Averill, and everyone here 
feels that the additional expense 
~ jand effort required has certainly 

paid off. 


MARTIN MICHAEL, 
Milton Weinberg Advertising 
Co., Los Angeles. 


2 we 

acin- 

nbus. | Clarifies Method Used for 
duce | No-Color-Photo Engravings 
-_ To the Editor: In the May 8 is- 
work | ue of AA there appeared in the 
king. | Voice of the Advertiser column a 
id in | letter signed by A. Antonsen, ed- 
your | itor, NABOB, The Grocers’ Jour- 

nal, Vancouver, B. C. 

In his letter Mr. Antonson de- 
scribed a method that his engraver 
had used to produce a set of four- 
color plates of a food setup. Briefly 
this is what was inferred: Black- 

-STAR} and-white separation negatives 
were made on the spot. Engravings 
were then made without the use of 

Ce a color photo. 

Before people get the wrong im- 

w Pression that there is something 
hew in the wind, a little discus- 
sion seems called for. 

Engravers’ process cameras are 
equipped with lenses that can ac- 
tomodate images from a flat plane 


only. In other words third dimen- 
flonal subjects cannot be shot with 
this type of camera. 

The method employed as de- 
Stribed in Mr. Antonson’s letter 
undoubtedly was as follows: The 
black-and-white separation nega- 
tives were made in a camera of 
the studio type. Color separation 
filters were used, of course. These 


negatives obviously were not shot 
through a screen and are called 
“continuous tone.” 

Next a negative was made from 
each of the color separation nega- 
tives resulting in four positives. 
The engraver set up the positives 
in front of his process camera and 
exposed the final screen negatives. 

In the method described there 
was no color guide for the etcher 
outside of the contents of the 
original setup which featured a 
platter of fried fish cakes. It would 
seem that by the time the etcher 
received the copper prints, the 
cooked fish cakes would hardly 
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ME BANK OF FEASONAL SERVICE. EIGHTN @ MILE 


HUMANIZED—These are two of the ads in Union Bank & Trust Co.’s new series, il- 
lustrated by John Averill, which has stirred up a controversy over dignified vs. 
“humanized” advertising of bank services. 


lend much inspiration as a color 
scheme. 

As a matter of fact, such a rou- 
tine is as practically old as color 
photoengraving. All process plates 
produced by the so-called “direct 
from merchandise” method were 
produced that way and it is by no 
means out-dated today. However, 
it is chiefly used for studio shots 
on props and materials that are of 
a stable nature and which can be 
turned over to the engraving per- 
sonnel to follow for color match. 

It should also be pointed out that 
the photographer who makes the 
original color separation negatives 
should thoroughly understand the 
problem of color engraving and be 
qualified to shoot negatives that 
are properly exposed and correctly 
balanced for photoengravers’ use. 

As a suggestion to Mr. Antonson, 
who should not risk offending his 
engraver’s nose, let him have a 
skilled commercial photographer 
shoot a color transparency of the 
Kodachrome type which will give 
the engraver not only copy to shoot 
but an odorless color guide as well. 

It is true that the color trans- 
parency is not looked upon with 
favor by some critics, but it is also 
true that this medium is used for 
many of the finest direct color 
photographic reproductions in this 
country and elswhere. 

Tom HUTCHINGS, 

Dot Engravers Inc., Chicago. 


Donnelley Salesmen to Get 
Bank Ad Budget Story 

To the Editor: In the May 8 is- 
sue of ADVERTISING AGE you printed 
an article titled “Bank Advertising 
Continues At High Level, Study 
Shows.” 

We feel this article would be of 
value to our salesmen and should 
like to have your permission to re- 
print it for distribution to our sales 
force. Credit would be given to 
you. 

L. TIscuH, 

Manager, Sales Promotion and 

Research, Reuben H. Donnel- 

ley Corp., Chicago. 


Pledged to Creative Man 

To the Editor: I read the Cre- 
ative Man’s Corner each week 
with maximum interest. Hence I 
am sticking my neck out to see if 


he includes retail advertising in 
his frank and, I find, enlightening 
Corner. 

The advertisement enclosed [for 
Penn the Florist] was prepared— 
that is, art and type—by our news- 
papers. That is, we pay nothing ex- 
tra for art work and plates. 

You doubtless know that Mother’s 
Day has become one of the Jeading 
gift days in our city, said to be 
next to Christmas. 

In any event I shall continue to 
read the Corner each week. 

H. W. Dana, 

Advertising and Sales Counsel, 

Boston. 

The Creative Man’s Corner deals 
chiefly with national advertising, 
but the feature “Salesense in Ad- 
vertising,” by James D. Woolf, puts 
its major emphasis on retail ad- 
vertising. 

eee 
Booked for 100 Reprints 

To the Editor: One of the most 
wonderful articles on advertising 
and merchandising is your concep- 
tion of the saga of Procter & 
Gamble. Also, it is a tribute of the 


highest order for trade paper jour- 
nalism. 

I would like to suggest you re- 
print this series in pamphlet form 
and put us down for at least 100 
copies immediately. 

Your article on Lever Bros, re- 
organization was also a masterful 
job. 

HAROLD H. ROSENBERG, 

President, Industrial Publica- 

tions Inc., Chicago. 


Reprints of all three Procter & 
Gamble stories are available at 30¢ 
each, 


Dick Buys Boblit Folder 


A. B. Dick Co., Chicago, manu- 
facturer of mimeograph machines 


and supplies and other office 
equipment, has entered the paper 
folding machine field with the 
purchase of the assets of the dis- 
solved Boblit Folder Co., Jackson 
Center, O. The Boblit folder has 
been renamed the A. B. Dick 
folder, Model 55, and is now being 
manufactured in the Dick plant. 


Form Waterston & Fried 


Waterston & Fried Inc., adver- 
tising agency, has been formed, 
with offices at 347 Fifth Ave., New 
York, Principals of the new agency 
are Harry C. Waterston, formerly 
head of the Waterston Co., New 
York agency, and Alexander J. 
Field, formerly account executive 
of Weiss & Geller and Casper Pins- 
ker Inc. 


TOYS 


40 million youngst 


is a $300 MILLION Business! 


d. 


gularly read 


d toys. Distrib 


TOYS AND NOVELTIES, “The Voice of the Industry”. Contact us for further information. 
BELL BUILDING 


TOYS & NOVELTIES 


CHICAGO 1}, ILL 


WHOSE 


BUILDING MATERIALS 
SHALL WE BUY 


FOR OUR NEW 


HOME? 
LET'S LOOK 


AT OUR 


HOME OWNERS’ CATALOGS 
AND DECIDE! 


The greatest single factor of influence on buying 
decisions in the billion dollar custom-built housing 
.. Home Owners’ Catalogs. 


market. 


The most effective, most economical distributor of 
consumer sales literature to the greatest number of 
qualified home-planners . .. Home Owners’ Catalogs. 


More manufacturers’ consumer catalogs distributed 
via Home Owners’ Catalogs in 1950 than ever before 
—over 2,480,000! 


119 WEST 40TH STREET « 


See Standard Rate & Data Service 
for rates and complete data. 
Or write to.... 
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Pitney-Bowes Finally 
Sights ‘Mass’ Market 


(Continued from Page 1) 
strong, single-purpose sales pro- 
gram. In the course of time, P-B 
has introduced many other prod- 
ucts, including mail scales; auto- 
matic letter openers; folding ma- 
chines; tax-stamping machines; a 
Tickometer that counts and im- 
prints tickets, money and the like 
—all successful. But always its 
major sales direction has been 
aimed at the postage meter mar- 
ket. 

A natural outgrowth of this pol- 
icy was the company’s decision last 
year to tap the mass market for 
meters—mass, that-is, in terms of 
the business population. It was a 
move that promised to open an 
almost limitless field for expansion 
to a specialized industry which 
repeatedly during its career was 
thought to be approaching a sat- 
uration point. 


ws The new postage meter is the 
DM (“desk model’), which it is 
believed may extend the use of 
metered mail to a sizable percent- 
ag of the country’s 3,600,000 bus- 
iness establishments. This immense 
market for new and replacement 
business multiplies, many times 
over, the already expansive P-B 
market, which is currently esti- 
mated at nearly 100,000 (these are 
postage meter users and do not 


NEW BABY—Compact but versatile DM 
postage meter, which Pitney-Bowes is 
counting on to open vast new markets. 


include customers for other P-B 
products). The 100,000 figure, in- 
cidentally, is almost four times the 
number of PB postage meter users 
only 12 years ago. 

More noteworthy, however, than 
the introduction of the DM, is the 
selling prograrn adopted for its 
promotion. 

In past years, P-B has aimed 
its heaviest sales pitches at the 
executive group, with such appeals 
as time-saving, money-saving, 
postage control, etc. This selling 
approach still dominates the com- 
pany’s operations, since the larger 
power machines will, for some 
time to come at least, represent the 
major part of its business. 


@ The desk model, however, is 
breaking the log jam among pro- 
fessionals and small business men 
who thought (erroneously, says 
P-B) that they didn’t have enough 
mail to use a meter. Light in 
weight and low in cost, little larger 
than a dial phone, it nevertheless 
stamps and seals mail of all classes, 
even handling parce] post. 

Unlike the company’s other post- 
age machines, the DM contains in 
a single housing both the meter 
proper and the machine. Since 
postal regulations require, in ef- 
fect, that meters can’t be sold out- 
right, they are rented. The DM’s 
rental is $4.50 a month, except 
for the first year, when installa- 
tion and other costs set a monthly 
rental of $8.25. 

The other models’ machines are 
sold—at prices ranging from $75 
to $2,00d—and their detachable 
meters rent at $5.50 to $11 a 
month, depending on the model 
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and the measured use. 


s Pitney-Bowes, of course, is re- 
sponsible to user and Post Office 
for proper operation and location 
of the meters. 

To reach the broader group for 
which the lower-cost DM is in- 
tended, Pitney-Bowes since last 
September has been placing color 
ads (half of them full pages in 
four colors) in The Saturday Eve- 
ning Post—a venturesome, not to 
say daring, move for a specialty 
manufacturer that is relatively 
small (gross income last year, a 
record, totaled $18,466,654) and 
is in a comparatively narrow seg- 
ment of the office machine busi- 
ness. 


= But the SEP move was calcu- 
lated. It was a new road to a new 
market. The thinking behind it was 
stated thus by Leo E. McGivena, 
of L. P. McGivena & Co., New 
York, P-B’s agency, in a memo- 
randum to the sales force: 

“Ten years ago, the postage 
meter prospect was still a rare 
bird. The P-B salesman wasn’t 
working out of a telephone book, 
but if we remember rightly, in 
1939 he averaged about 50 pres- 
entations per order....The Post 
package of circulation was just too 
much at the time. We had to pick 
meter prospects via advertising as 
carefully as you did in the field.... 

“Your advertising isn’t in the 
Post to brag, or beat the Bureau of 
Internal Revenue...but because 
Pitney-Bowes is now big enough 
to use everything the Post has: 

“1. The P-B postage meter is 
now widely known, and accepted 
as an essential business utility; 

“2. The meter prospect now is 
the office worker, as well as the 
executive; 

“3. The DM opens a huge new 
prospect field; and to do an ade- 
quate job for you, P-B has to go 
to work on a wider audience.” 


s McGivena pointed out also that 
the Post (whose history he pre- 
sented in some detail) has been 
a business medium as well as one 
appealing to the general public. It 
is being used, he said, not to pro- 
duce leads or locate prospects, 
“but to make the postage meter 
known and understood by as many 
people as possible. 

“In addition to the Post’s huge 
audience of business men, we want 
the girls and young men who work 
in offices to want a postage meter 
... because their mass pressure 
can make more sales more quickly, 
more easily, than your best in- 
dividual efforts.” 

The dictates of this new slant 
even induced P-B—always style- 
conscious in its product develop- 
ment—to design a DM carrying 
case that looks like a makeup kit, 
because office girls might not like 
to be seen performing the menial 
job of lugging a meter to the post 
office for setting. 


es The Post venture, bold as it is, 
still represents only one-fifth of 
the advertising-minded P-B’s bud- 
get. Yet its annual expenditure of 
2.25% to 2.5% of sales for adver- 
tising does not put the company far 
above the average for companies 
selling business machines. 

About 85% of the current adver- 
tising is devoted to postage meters. 
The remainder goes to other prod- 
ucts. 

On postage meters, the budget 
includes these expenditures: Pub- 
lication advertising, $190,000 for 
space and $18,000 for production; 
direct mail, $70,000; product lit- 
erature and salesmen’s materials, 
$35,000; business and trade shows, 
and miscellaneous, $20,000. The 
media ratios are similar on the 
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other products. 

Publication advertising 
consistently, in addition to the Post, 
in American Business, Business 
Week, Dun’s Review, Forbes, For- 
tune, The New Yorker, Time, and 
a sizable list of business, office 
equipment and postal publications. 
It is the company’s chief medium 
of education and an important 
source of prospect leads. 


s But the key to P-B’s promotion 
pattern is its highly developed di- 
rect mail advertising, which is 
handled by William E. Smith, man- 
ager of sales promotion. 

The mail compaigns—metered, 
of course—are divided into two 
main groups, mass mailings on a 
continuous, rotated basis, and 
“special request campaigns.” 

P-B sends out three or four mass 
mailings a year (through the Dick- 
ie-Raymond agency), totaling 
about 800,000 pieces, to a care- 
fully combed list of more than 
200,000 prospects. Dickie-Raymond 
is given a major share of respon- 
sibility and credit for the crea- 
tive successes in P-B’s extensive 
direct mail effort. 

Originally, the names for these 
mass mailings were bought from 
mailing list bureaus. Some are still 
obtained that way, but the bulk of 
them are now sent in by the 500 
salesmen and field managers, who 
make regular surveys of the pros- 
pect field in 93 district and branch 
office territories. 


@ There is little effort to sell by 
mail. A specialized product, the 
postage meter must be suited to 
the customer’s mailing problems 
and the selling job must have the 


Model 
first postage meter authorized by the U. S. 
government, in 1920. 


GRANDADDY—Pitney-Bowes’ A, 


salesman’s attention and counsel, 
The purpose of the mass mailings 
(in progress since 1934) is merely 
to interest the prospect to write 
for a booklet. 

P-B keeps a close check on re- 
sults. When a booklet is sent out, 
the_sales promotion office makes 
an inquiry or “lead” record in 
triplicate: one for the master file, 
one on a card attached to the in- 
quiry for the branch office man- 
ager, and one to be given to the 
salesman for the follow-through. 
The same system applies to maga- 
zine advertising inquiries. 

A daily record of all new in- 
stalations is kept in duplicate, 
with one copy going to the adver- 
tising department to be checked 
against the file of inquiry slips. 
Thus the source of the sales can 
be traced directly. 


mw The special request letters (a 
somewhat uncommon direct mail 
device) cover eight major postage 
meter selling points, with two let- 
ters available for each of them: 
convenience, time and labor sav- 
ing, increased efficiency, avoid- 
ance of postage theft and leaks, 
simpler postage accounting, parcel 
post, pulling power and prestige, 
and postmark advertising (of 
which more below). There are 
others for other products. 

Each salesman has a portfolio 
containing the 16 letters and a re- 
quest form. If a prospect seems in- 
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Advertising Age, June 5, 


Harry Nordberg 


America. 


Salesman, Mailman and Adman 


Wm. E. Smith 


With President Walter Wheeler Jr., these are the key 
men who handle Pitney-Bowes sales and advertising pol- 
icy. Mr. Nordberg, vice-president for sales and service, 
directs all marketing, product servicing and other field 
activities. Mr. Smith, manager of sales promotion, directs 
one of the office machine industry’s most extensive direct 
mail ad programs. Mr. Bowes, once a service mechanic 
with P-B, is director of public relations and advertising, 
as well as an officer of the Public Relations Society of 


Frederick Bowes 


teresied for any of the eight rea- 
sons covered in the letters, but is 
not ready to buy, the salesman 
orders the “campaign,” noting 
which letters he wants sent. The 
first goes out from the home office 
to the prospect immediately, the 
others following a week apart or 
at requested intervals. 

No booklet is offered, no inquiry 
card is enclosed. When the series 
has been completed, the branch of- 
fice is notified and the salesman 
calls on the prospect again. 


s Because the letters attempt to 
be friendly, without high pressure, 
they have been found extremely 
effective as a sales tool. Com- 
plaints about them arise in “con- 
siderably less” than 1% of the 
cases. 

All P-B letters are tested before 
use. Those designed for mass mail- 
ing are sent to 8 or 10% of the 
list, with a day-to-day tally kept 
of returns. The best pullers are 
then sent to the remainder of the 
list. 

The tests extend beyond copy. 
Often a corner card is tested 
against a box number, a window 
envelope against a regular one, 
a postmark advertisement against 
no advertising. (Again, complete 
tallies of returns are kept.) 

Since its introduction in 1928, 
the postmark advertising imprint 
accompanying metered postage has 
become one of P-B’s most effec- 
tive selling points. Today, of the 
12 billion pieces of metered mail 
sent annually, about four billion 
carry advertising alongside the 
postage imprint, many of them 
making ingenious use of the small 
(about 1” by 1%”) space per- 
mitted. (P-B conducts contests 
periodically and awards citations 
for the best examples of postmark 
advertising.) Pitney-Bowes makes 
the ad plates or dies and the 
charge for the plate and holder is 
the only cost to the advertiser. 


m Because postmark advertising 
is printed by a device authorized 
by the government to print post- 
age, it must meet certain postal 
and P-B requirements. P-B has 
always been scrupulously careful 
about its relations with the Post 
Office and has a list of rigid but 
clear-cut requirements that still 
permit ample latitude for effec- 
tive use of the medium. 

P-B assumes full responsibility 
for what goes into the advertising, 
it points out in a new statement 
of policy just issued on postmark 
ads. The first precaution is that the 
ad should not appear to be govern- 
ment-sponsored or approved. The 
Post Office Department itself often 
uses advertising—for bond drives, 
Red Cross campaigns, etc.—on its 
postmarks. Thus there is the 
chance that some of the public may 
regard private postmark ads as 
government sponsored, unless the 
commercial nature of the ad is 


so clearly indicated as to be un- 
mistakable. 

P-B cautions also against ad- 
vertising on political, sectarian or 
other controversial subjects, and 
against use of objectionable lan- 
guage. 


s Postmark advertising is only 
one of many developments that 
have presented both problems and 
new business opportunities for P-B 
since the company’s establishment 
in 1920. 

Originally called Pitney-Bowes 
Postage Meter Co., it was founded 
in April of that year as a merger 
of the Universal Stamping Ma- 
chine Co. of Stamford, a principal 
supplier of canceling and post- 
marking machines, and the Ameri 
can Postage Meter Co. of Chicago, 
which had been formed to finance 
a postage meter. 

Both Arthur H. Pitney, head of 
American, and Walter H. Bowes, 
Universal’s president, had been 
working independently to perfect 
a postage printing device accept- 
able to the government. 


@ Although such devices had been 
used experimentally as far back as 
1904, it was not until the Pitney 
and Bowes ideas were merged that 
an efficient meter was created 
and approved. In 1920, Congress 
enacted the necessary legislation, 
at the request of Postmaster Gen- 
eral Burleson. 

The man, incidentally, who op- 
erated the new machine in the of- 
ficial tests was 
a 23-year-old 
member of the 
company’s me- 
chanical staff, 
Walter H. Wheel- 
er Jr., now presi- 
dent of Pitney- 
Bowes. Pitney 
died in 1932 and 
Bowes retired as 
board chairman 
in 1940. 

The first me- 
tered mail was posted Dec. 10, 
1920, and two years later meters 
were tallying postage at the rate 
of $5,000,000 a year. First users of | 
the original “Model A” (see cut) 
were the Commercial Travelers 
Insurance Co. of Utica, N. Y., the 
New York Times and the Na- 
tional City Bank. 

(Britain and Canada also ap- 
proved metered mail in the early 
20s, and today, in one form or) 
another, it is used in 72 countries.) | 

While the first machine and/ 
meter met the requirements of 
speed and tamper-proof post of- 
fice setting, its great shortcoming 
was its provision of only one post 
age denomination. To obtain 
others, the user had to rent ad- 
ditional meters or supplement with 
the old licking and sticking pro 
cedure, 


W. H. Wheeler 


a In 1929, P-B brought out the 
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first multi-denomination meter 
(five denominations from l¢ to 
25¢), at the same time making it 
smaller and cheaper. By the fol- 
lowing year, the postage meter was 
imprinting all kinds and classes 
of mail, including a gummed tape 
for bulky packages. Metered mail 
revenue in 1930 totaled $32,084,- 
199. 

In 1933 came the first P-B omni- 
denomination meter, which could 
be adjusted like a cash register 
to print any amount up to $99.99 
and could be set at the post office 
for a total of $100,000. This de- 
tachable meter, available on a 
wide variety of machines, pro- 
vided metered postage for every 
conceivable type of large and me- 
dium-size mailer, and by 1941 
annual metered mail revenues had 
passed the $150,000,000 mark. 


s By this time, P-B had a fair 
inkling of metered postage’s big- 
ger potentialities. It began seri- 
ous study of the market and built 
toward a rounded sales and ad- 
vertising program. 

For the next four years, how- 
ever, Pitney-Bowes was. in war 
production exclusively, having 
been already 50% converted to 
war work on Pearl Harbor Sun- 
day. 


On returning to peacetime pro-. 


duction, it began immediately to 
develop numerous new products. 
In the past 15 months alone, it has 
launched four—a redesigned Tick- 
ometer, an office folding machine, 
the desk model postage meter and 
a semi-automatic mail opener. 


s During all this time, P-B’s ad- 
vertising and sales practices were 
steadily sharpened and from year 
to year, almost without exception, 
sales and profits rose to new highs. 
Last year’s sales of more than $18 
million were six times the 1938 
total. Net profit for 1949 was $1,- 
717,062. 

The major force behind this 
growth has been the sales organi- 
zation, developed by Wilbur R. 
Greenwood, vice-president for 
sales and service, who died last 
fall, and now being carried for- 
ward by Harry M. Nordberg. With 
the company since 1934, Mr. Nord- 
berg rose from salesman to gen- 
eral sales manager and in January 
of this year was elected to succeed 
Greenwood in the sales and ser- 
vice vice-presidency. 

Essentially a service organiza- 
tion, Pitney-Bowes has 1,400 sales 
and service people among its 2,- 
700 employes. They are under sin- 
gle supervision because the two 
functions come together at many 
points: both sales and service men 
are equipped by training to offer 
mail consulting service, and all 
must have a basic knowledge of 
postal regulations, rates, etc. 


= In the early years some of the 
employes handled both sales and 
service. Today, in terms of per- 
sonnel, the functions are separate. 

Sales personnel, generally hired 
as experienced specialty salesmen, 
get additional P-B training. Oc- 
casionally they start as service 
men. In recent years, the depart- 
ment has developed a thorough 
aptitude-testing procedure which 
has brought personnel failures 
down virtually to the vanishing 
point. 


ag “But Flora May, ah come so sows to 
_«Sipeeearoun’—-not to lonk at ao masheens,” 
tied the grompy lierke mac. 
“dow, Paw,” said the red halned girt. 
He gearied like a new foal 
‘ss She wust have stood six foot without 
thes on—and she had shoes-on. Procey ax 
— #tew moon Saeurday maybe, 100, Aad from 
a deep in the heart of you-know 
_  “Wodld you kindly show us the 
postage meter, suh?”” Would I? A pleasure, 
é “This is our latest model. The pose 
office sets ic for any amount of postage you 
wane to bay, Postage in the meter can't be 
wed for anything bur your own mail. It’s 
sale from lows, damage—" 
> “Ae! eontipedes, cowpokes, and the 
cook's kids, Paw,” she said. 
“The meter prints postage as you need 
- i-~any amount for any kind of mail. 
__ Prints samp and a dated postmark directly 
on che cowehope, and seals the flap. And it 
prints om gummed tape for parcel post. 
you like even prinrs a small advertisement.” 
“Jus like havin’ your own brand on 
the mail, Paw,” said Flora May. 


and stick 


om 


nearcr—oo stamps and cavelopes vo fick 


often, ‘cause he loves bis shirt playin’ red 
dog with those old goats in the Drovers’ 


” iii 


“Sure in,” said Paw 
“These visible registers here show the 
shout of postage on hand, and how much 
has been used 
“Turn the dial to the amount of scamp 
you seed. Insert the envelope, press the 
lever—and it gomes out postmarked and 
stampell. It's faster than hand eatling, and 


like ordinary mail.” 
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postoffice, too— It's already 
and cancelled, doesn't wait 


“Well, let's have ne 
argyments, Flora May, Seems 
to be a right handy madheen. Send one our, 
oom.” Paw cook out a wad of C notes and 
wanted to pay for it right away 

While we were filling out forms, Paw 
ambled over to the window and looked 
out Flore May wold us 

“f'm getrn’ married next month, and 
gon’ to leave the ranch. Don't wane Paw 
to have any exeuse to go to the postoffice 


Aig’ Club next door. | just figure the postage . 
postmarked — meter will save Paw's shire.” 
ABs \ There are all kinds of reasons 


~~ 


i postage saved, the postage 
prorecnon, and the release from the bother 
of stocking and sneking adhesive scampe— 
arcusually reasons enough, There's a meter 
madel for every office, no marrer how 
tach or litthe: your mail,..Ask the nearest 
PS office 20 show how , 

the postage meter can help 

you, Or write for a free 
iluseraved bookles. 


SHORT SHORT STORY—Humorous short short stories (this one about a six-foot 

girl and her paw) containing a good deal of selling copy are now being run in 

magazines by Pitney-Bowes. They have won high Starch ratings. L. P. McGivena Co. 
is the agency. 


Sales training is carried out in 
the branch offices, of which there 
are 56 in the U. S. and seven in 
Canada. (In addition, there are 
branches and five supervising U. S. 
regional offices.) Basic service 
training is provided at the factory 
and supplementary training in 
regularly scheduled branch office 
meetings conducted by the re- 
gional service supervisors. 


s The chief saies problem today 
in expanding P-B’s business, Mr. 
Nordberg says, is the feeling 
among potential customers that 
they may not be big enough to 
use a postage meter. The sales 
force, however, has learned to 
turn this objection into an asset 
by pointing out that this attitude 
has established a prestige value 
for meter users: a company using 
metered postage is an important 
one. 

It can point out also that even 
among the smaller users sizable 
economies are possible over and 
above the meter rental charge, 
what with the saving of time, 
elimination of postage leaks, and 
other benefits. 

P-B makes it a matter of policy 
never to mention price in its ad- 
vertising. The prospect, reasons 
the company, can seldom deter- 
mine the correct model and price 
for himself. Also, P-B believes 
that unless a person knows the ad- 
vantages of metered mail, he may 
evaluate it erroneously as only a 
means of putting postage on let- 
ters, in which case the additional 
cost beyond the actual price of the 
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postage would seem illogical. 


ws The convenience and prestige 
story—together with perfection of 
the DM—has changed the P-B 
approach markedly. Whereas pros- 
pects were formerly chosen ac- 
cording to the size of their mail- 
bags, today the company makes no 
attempt to set a minimum number 
of letters requiring a meter. The 
market, it now feels, is about as 
big as the number of persons or 
businesses using the mails regu- 
larly. It is setting its sale sights 
accordingly. 

Reponsible for promotion to 
P-B’s various markets is an ad- 
vertising department of ten per- 
sons, assisted in its publicity func- 
tion by a public relations depart- 
ment of three. Heading both de- 
partments is Frederick Bowes Jr., 
director of public relations and 
advertising. 

Mr. Bowes, who started as a 
service man, has been with the 
company 20 years, except for war 
service and a two-year period with 
Batten, Barton, Durstine & Os- 
born. 


= Like the P-B organization gen- 
erally, Bowes keeps a_ careful 
check on results of all promotion 
projects. As evidence of the suc- 
cessful efforts in publication and 
direct mail advertising, he esti- 
mates that on the basis of results 
thus far, the current year should 
develop more than 60,000 trace- 
able inquiries directed to the main 
office here. ee 
He emphasizes that these are 
only the leads coming to Stamford. 
This figure he regards as merely 
the visible top of an immense ice- 
berg, the unseen part of which 
represents four-fifths of the total. 
These latter are inquiries made di- 
rectly to the branch offices in 
response to “call the nearest P-B 
office” copy in ads and letters. 
Most inquiries received at Stam- 
ford can in a matter of minutes be 
traced to the exact source. Each 
P-B ad carries a keyed street 
address, such as 2480 Pacific St. 
In this case the 24 indicates the 
magazine in which the ad ap- 
peared, 80 shows the number of 


the ad. P-B is actually located 
at the corner of Pacific and 
Walnut Sts., and any street num- 
ber on either of them brings the 
mail home. 

Although a true quantitative 
measurement cannot be made, the 
evidence that is obtainable shows 
its magazine advertising to be 
very effective. 


ae The McGivena agency, which 
has a free hand in its creative 
work, has in its 12 years on the 
account brought something new 
into office equipment publication 
advertising. 

While considerable straight ex- 
positional copy still appears, for 
the most part in the business and 
office equipment publications, Mc- 
Givena’s new wrinkle—entertain- 
ment copy—has largely displaced 
it in publications of more general 
circulation, such as Fortune, Time, 
The Saturday Evening Post and 
The New Yorker. 

Five standard specifications gov- 
ern the entertainment copy, ac- 
cording to McGivena. They are: 

1. A mildly humorous illustra- 
tion which the casual reader can- 
not understand without some ex- 
ploration of the text. (It works: 
PB ads often get a better than 
5% Starch “read most” rating, 
which rivals the attention given 
some of the topnotch editorial 
matter.) 

2. A somewhat screwball head- 
line which startles without satis- 
fying. 

3. A situation which compels 
the reader to learn what happened. 

4. A good dose of selling, mixed 
into the yarn, plus a brief closing 
commercial, with an urge to call 
or write. 

5. An over-all appearance that 
has nothing of the typical orthodox 
office appliance advertisement. 


s In practice, this formula materi- 
alizes into such provocative head- 
lines as “How do you sell a man 
who has his mother along?” “Cer- 
tain people sometimes can cer- 
tainly be sickening!” and “Is it 
always illegal to kill a woman?” 
It leads to such a “short, short 
story” as the one in the ad repro- 
duced on this page. 

The story demonstrates both the 
methods and the reasons for Pit- 
ney-Bowes’ current ardent wooing 
of the “mass” market. 

In the DM, it believes, it has the 
product for the job. 
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*Indicates first listing in this column. 


June 9-11. California Newspaper Ad- 
vertising Association, annual convention, 
Del Mar Beach Club, Santa Monica. 

June 16-17. Pennsylvania Newspaper 
Publishers’ Association, annual display 
advertising conference, Penn Harris Ho- 
tel, Harrisburg. 

June 25-29. Advertising Association of 
the West, annual convention, Hotel Am- 
bassador, Los Angeles. 

June 26-28. Newspaper Advertising Ex- 
ecutives Association, s1 ting, 
Waldorf-Astoria, New York. 

June 29. National Association of Mag- 
azine Publishers, summer meeting, West- 
chester Country Club, Rye, N. Y. 

June 29-July 1. National Industrial Ad- 
vertisers Association, annual conference, 
Hotel Biltmore, Los Angeles. 

July 17-19. American Marketing Asso- 
ciation, annual convention, Hotel Fair- 
mont, San Francisco. 

Sept. 18. Outdoor Advertising Associa- 
tion of America, annual convention, Drake 
Hotel, Chicago. 

Sept. 18-21. Financial Public Relations 
Association, 35th 1 conventi Ho- 
tel Statler, Boston. 

Sept. 18-21. Printing Industry of Amer- 
ica, annual convention, Palmer House, 
Chicago. 

Sept. 24-28. Advertising Specialty Na- 
tional Association, 47th annual convention 
and Specialty Fair, Palmer House, Chi- 
cago. 

Sept. 30-Oct. 3. Mail Advertising Ser- 
vice Association International, 29th an- 
nual convention, Roosevelt Hotel, New 
York, 

Oct. 5. Export Advertising Association, 
2nd annual convention, Hotel Plaza, New 
York. 

Oct. 16-17. Boston Conference on Dis- 
tribution, 22nd annual meeting, Hotel 
Statler, Boston. 

Oct. 22-24. Advertising Federation of 
America, 10th District convention, Herring 
Hotel, Amarillo, Tex. 

Oct, 23-24. Inland Daily Press Associa- 
tion, annual meeting, Congress Hotel, Chi- 


cago. 

*Oct. 24-25. Agricultural Publishers As- 
sociation, annual meeting, Chicago Ath- 
letic Club, Chicago. 

Nov. 20-22. Central regional meeting, 
National Newspaper Promotion Associ- 
ation, Indianapolis. 

Jan. 19-20, 1951. Southwestern Associa- 
tion of Advertising Agencies, Baker Ho- 
tel, Dallas. 


80 to Carry ‘Firefighters’ 


Wm. F. Holland Productions, 
Cincinnati, has announced that 
some 80 stations will be carrying 
“Firefighters,” transcribed radio 
show, this fall. Included on the list 
of sponsors are: Grandma Cookies, 
Portland, Ore.; Fischer’s Bakery 
Inc., Cincinnati; Claussen’s of Sa- 
vannah; Mary Jane Bakery, Nor- 
folk; Mead’s Fine Bread, Lubbock, 
Tex.; Hyde Park Dairies, Wichita, 
and Orowheat Baking Co., San 


Francisco. 
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Seven ‘Treasures of Wisdom’ for Publicity 
Men Listed by Hill & Knowlton’s Stephenson 


New YorkK—Howard Stephen- 
son, vice-president of Hill & 
Knowlton, speaking at the annual 
dinner of the Industrial Publicity 
Association here, enumerated sev- 
en “treasures of wisdom” for pub- 
licity men: 

“1. Recognition that publicity as 
a function of top management 
cannot be handled properly with- 
out the application of imagination 
—your imagination. 

“2. The utter futility of trying 
to lie in public about your com- 
pany or client. 

“3. The necessity of dealing with 
impartiality and fairness with edi- 
tors and others who use your mat- 
erial. This is the cornerstone of 
your professional reputation. 


sw “4. The desirability of assuming 
your own responsibilities: for ‘see- 
ing’ a story in the first place; for 
translating the jargon of technical 
men into plain English; for de- 
recting and posing pictures your- 
self, not passing this job along to 
the photographer. 

“5. Loyalty to the company for 
which you work, so that you be- 
come a part of it and it becomes 
a part of you. This sincere identi- 
fication of yourself with your or- 
ganization, if you can achieve it, 
probably is your greatest single 
asset for the long pull. 

“6. Many of the rewards that 
come to you in publicity will come 
through writing about the ‘little 
people,’ the humble members of 
the company of adventurers to 
which you belong, rather than 
through devoting all your time and 
attention to the ‘brass.’ 


a “7. Your opportunity to teach 


PASTE PAPE 


UNION RUBBER & ASBESTOS CO. 
TRENTON, W. 4. 


PASTING A PLE 


BEST-TEST MAKES 


industrial management, as well as 
to serve it, to lead and guide the 
men who operate our industries, 
into the best, most honest and most 
healthy relationship with the pub- 
lic is limited only by your own 
limitations. As you are the am- 
bassador of the public, so too 
you should ever be the advo- 
cate of the public; for neither 
you nor your company can long 
continue to flourish except as you 
function in the public interest.” 

Frank Lee Donoghue, director of 
commerce of the City of New York, 
emphasized that the personal equa- 
tion is as important as_ tech- 
niques in publicity and public re- 
lations. 

“Publicity men, like advertising 
men,” Mr. Donoghue said, “must 
be salesmen first of their own 
wares before they can be success- 
ful salesmen of the wares of ‘their 
clients.” 

The dinner was held in honor of 
students who had completed the 
course in industrial publicity spon- 
sored by the association at New 
York University under the direc- 
tion of Mr. Stephenson. 


Airport Opening Hailed 


A special 16-page tabloid sec- 
tion, with cover in color, was pub- 
lished with the May 12 issue of the 
Gazette, Janesville, Wis., to mark 
the opening .of the new Rock 
County Airport there. In a spec- 
ially cacheted letter first to be 
flown out of Janesville, Sidney H. 
Bliss, president of the Gazette 
and Stations WCOL and WGEZzZ, 
hailed the dedication ceremonies 
as “the culmination of years of 
work.” 


Shopping Paper Quits 

Seattle Home News, free-dis- 
tribution weekly shopping paper 
published by Buyers Guide Inc., 
Seattle, has been suspended after 
23 years. The Home News carried 
advertising from stores thoughout 
the city. The Seattle Shopping 
News, free-distribution paper pub- 
lished for the benefit of downtown 
stores only, will continue. 


Dairy Exposition to Perkins 

International Dairy Exposition, 
to be held in Indianapolis, Oct. 
7-14, has named A. L. Perkins & 
Co., Indianapolis, to handle ad- 
vertising for the 1950 exposition. 
Media plans call for newspapers, 
farm publications, television, out- 
door posters and car cards. 
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GETTING SET—Coast admen making plans for the June 25-29 convention of the 

Advertising Association of the West in Los Angeles are (left to right) Dr. C. C. Har- 

rod, president of the Long Beach Advertising Club; John Kemp, vice-president of 
AAW District 5; and Charles Collier, executive vice-president of the association. 


Haller Expanding 
County Fair Test 


PHILADELPHIA—The results of 
current test campaigns for bour- 
bon whisky at $4.05 a fifth by W. 
A. Haller Corp. may set a pattern 
for a national drive to boost bour- 
bon sales to a new level compar- 
able with ryes and blends, ac- 
cording to a spokesman for Haller. 

Haller has introduced its County 
Fair, 100-proof bottled-in-bond 
bourbon, in New York dailies, with 
major emphasis on the price offer. 

The test campaign, to continue 
until Sept 1, will be broadened to 
include Chicago dailies. New York 
ads showing the metropolitan sky- 
line and promoting the deal as 
“The Offer That’s Rocking New 
York” are being adapted for Chi- 
cago insertions, 


s Haller copy points out that the 
price offer is being made for a 
limited time. In September the 
price will be set at $4.63 a fifth. 

County Fair went on sale to 
package stores and taverns through 
the Oxford Distributing Co., New 
York, on April 25. The distributor 
reports 5,000 new Haller accounts 
since the new bourbon was an- 
nounced to retail outlets. 

Monroe Greenthal Co., New 
York, is handling advertising for 
Haller Corp. 


Red Skelton Tops Pacific 
Nielsen-Rating Report List 


Red Skelton continued in the 
lead position in Pacific Nielsen- 


Ratings for the month of March. 
However, “Lux Radio Theater” 
slipped almost five percentage 
points and dropped to fourth place 
on the tabulation. 

The first five evening programs 
were: 


Rank Program Rating 
1 Red Skelton 20.9 
2 People Are Funny 20.8 
3 Judy Canova 19.3 
4 Lux Radio Theater 19.0 
5 Day in Life of Dennis Day 18.8 


Witter Agency Moves Offices 
to Canton, O.; Names Two 


Ted Witter Advertising Agency 
has moved its offices from Toledo 
to 848 Market Ave. N., in Canton, 
O. Larry Billiet, formerly with 
Willys-Overland and Lever Bros. 
Co., has joined the agency’s copy 
department. Jean Curtis has been 
appointed production manager. 
The Witter agency has set up a 
special department to handle re- 
tail advertising. 


Chicago Wheel to Nahser 
Frank C. Nahser Inc., Chicago, 
has been named by the Chicago 
Wheel & Mfg. Co., Chicago, to han- 
dle advertising and merchandising 
programs for abrasive grinding and 
cutting wheels. Business papers 
and consumer publications will be 
used. The campaign also will in- 
clude Chicago Wheel’s Handee 
grinders and mounted wheels. 


Hollywood Candy Names R&R 
Hollywood Candy Co., Centralia, 
Ill., has appointed Ruthrauff & 
Ryan, Chicago, to handle its ad- 
vertising. D’Arcy Advertising Co., 
St. Louis, formerly handled the 


account. 


Poor Richard Club Reelects 


James J. D. Spillan, executive 
vice-president of Benjamin Eshle- 
man Co., has been reelected pres- 
ident of the Poor Richard Club, 
Philadelphia. Others reelected are: 
Harold S. DeDuc, Ist vice-presi- 
dent; Joseph L. Tinney, 2nd vice- 
president; Samuel W. Hodges, sec- 
retary, and Robert P. Lukens, 
treasurer. 


Hughlett Joins Little 


Lloyd J. Hughlett, formerly ed- 
itor of Ingenieria Inte l In- 
dustria and Construccion, pub- 
lished by McGraw-Hill Interna- 
tional Corp., has joined Arthur D. 
Little Inc., Cambridge, Mass., re- 
search and engineering organiza- 
tion. He will be engaged primarily 
in studies leading to programs for 
regional economic development. 


Marquette Names Cribari V. P. 


Marquette Cement Mfg. Co., 
Chicago, has named Samuel L. 
Cribari, assistant to the president, 
vice-president of the company. Mr. 
Cribari will continue to in 
charge of all sales divisions of 
Marquette and its subsidiaries. He 
has been with the company for 
30 years. 


Schnitzer Appoints Gates 


Blaisdell Gates, formerly with 
Abbott Kimball Co., has been 
named an account executive of 
Bernard B. Schnitzer Inc., San 
Francisco. 


Peterson to Aubrey, Moore 


Howard C. Peterson, formerly 
with Henri, 
Inc., Chicago, has joined the copy 
staff of Aubrey, Moore & Wallace, 
Chicago. 


Hurst & McDonald| j 
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Royal Robes’ Ad 
Budget Up; Sales 
Take Jump of 140% 


New YorK—An increase of more 
than 500% in advertising expendj- 
ture for the January-May period 
has been made by Royal Robes 
Inc., maker of men’s robes, jn 
simultaneously boosting sales tg 
140% over the same period for 
last year. 

Heretofore, Royal Robes has held 
advertising during the spring 
months to a minimum, choosing to 
concentrate expenditures on late 
summer campaigns based on “back 
to school” themes, 

Special emphasis will be placed 
on Royal’s Stow-A-Way robe for 
Father’s Day, June 18, with in- 
sertions in Collier’s, Holiday, Life, 
New York Times Magazine and 
The Saturday Evening Post. 

Chernow Co. is handling the ac- 
count. 


Dominion Rubber Maps Drive 


Dominion Rubber Co., Montreal, 
will promote Fleet Foot juvenile 
lines and women’s washable casual 
summer shoes through full-page 
four-color ads to be run in two 
English and one French weekend 
paper during May and June. The 
Toronto office of MacLaren Ad- 
vertising Co. will direct the pro- 
motion, 


William Nicol Promoted 


William Nicol has been pro- 
moted to classified advertising 
manager of the Dispatch, Erie, 
Pa. He succeeds Edward Boga, who 
has resigned. 


Wolverine Appoints Rex 


Wolverine Ginger Ale Co., De- 
troit, has placed its advertising 
with Rex Advertising Co., Detroit. 
A campaign will be launched to 
promote Wolverine’s Sun-Maid 


orange drink for the summer 


If you have a sign problem, write us. 


months. 


QUALITY METAL 
AND PLASTIC 


United makes a wide range of printed, 

enameled, lighted and unlighted. signs. 

Write for information. 
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Patierson Named 
7” 
New Chairman at 
: 4 ” 4 
AF A’s Meeting 
Continued from Page 1) 
ning for the future. Assertirig that 
the greatest single accomplishment 
of the past half century has been 


the extension of the life span by 
about 20 years, he said: 


s “The present trend toward pen- 
sion plans provides a dramatically 
new and unigue method for sell- 
ing the free enterprise system to 
the American people. For the 
worker with a pension is actually 
a capitalist, since he has, for re- 
tirement purposes, a bigger invest- 
ment in the company than the 
typical stockholder. He can see, 
therefore, that companies must 
make profits in order to pay pen- 
sions—that profits and pensions go 
hand in hand, and are inseparable. 
“Advertising has vital functions 
to perform in translating these op- 
portunities into terms easily 
grasped by our entire people. 
“As the articulate, intellectual 
middleman between producer and 
consumer, advertising must stim- 
ulate ambition and sustain morale 
for the great tasks that lie ahead.” 


s At the dinner Thursday, W. F. 
Hufstader, vice-president of Gen- 
eral Motors Corp., declared: 

“You can argue all day as to 
whether or not modern advertis- 
ing and merchandising techniques 
made mass production possible— 
or vice versa. To my way of think- 
ing, it isn’t a question of which 
came first. The simple fact is that 
they depend upon each other. They 
evolved together—and the more 
important truth is that without 
this combination we would never 
have arrived where we are today.” 

Reviewing the progress of the 
past half century, Mr. Hufstader 
said the most important develop- 
ment in America has been the 
recognition of “people as custom- 
ers.” 

Pointing out that a mass pro- 
duction system without efficient 
mass distribution is useless, he 
added: 


a “If you are going to sell $8 bil- 
lion worth of automobiles—over 
$1 billion worth of radio and tele- 
vision sets—billions of dollars 
worth of other merchandise—you 
can’t wait for people to discover 
what you are doing. You can’t 
wait for them to come to you and 
take away all the things you are 
planning and building for them. 
You have to take your story and 
your merchandise to the people, 
whet their desires and get their 
names on the dotted line—and 
that is where advertising and mer- 
chandising team up to keep vol- 
ume production humming.” 


s Outlining FTC’s machinery for 
dealing with advertising “of- 
fenses,” Federal Trade Commis- 
sion Chairman James Meade told 
AFA Friday: “FTC and the laws 
it administers are not restraints 
upon business but, to the con- 
trary, seek to free business from 
restraints which are both illegal 
and uneconomic. 

“Whether or not a particular 


‘act or practice is illegal is not de- 


termined by the whim or caprice 
of a single individual or group 
of individuals. It is determined 
solely by the process and proce- 
dure of applying legal principles 
to factual situations.” 

The freshly appointed commis- 
sion chairman was cold to sugges- 
tions that the regulations of drug 
advertising be turned over to the 
Food and Drug Administration. “I 
do not question that the law would 
be administered fairly and capably 


AaS. at the heart of the highways 


INVITATION—Abraham & Straus invited 
Menhattanites to visit Brooklyn with this 
New York Times ad, which ran following 
the completion of the new Brooklyn-Bat- 
tery tunnel. Among the 15 lures, the de- 
partment store modestly reserved only 
one for the “borough’s biggest and most 
beautiful store.” 


by another agency,” he said, “but 
advertising and the various seg- 
ments thereof are part of a larger 
competitive picture which has both 
legal and economic implications. 


a “Any practice which constitutes 
a restraint on our economy should 
be viewed not only from the point 
of contact of the restraint but 
from its effect on the economic 
system as a whole.” 

Chairman Meade described ad- 
vertising as “indispensable to the 
continuation and elevation of our 
American standard of living.” 

“Advertising is the only me- 
dium available to business and 
the consumer alike for intelligent 
promotion on one hand and in- 
telligent purchasing on the other. 

“Its value to both is dependent 
upon the confidence that the pub- 
lic has in its integrity.” 


es At the club activities confer- 
ence, Fairfax M. Cone, Foote, Cone 
& Belding, and chairman of the 
Four A’s, urged advertising clubs 
to work harder to make adver- 
tising more efficient and more 
effective, to make it understood 
as a vital factor in the economy, 
to keep it honest and in good taste, 
and in particular to put advertising 
to work for the public good, es- 
pecially in cooperating with the 
public service activities of the Ad- 
vertising Council. 

At the “getting business” ses- 
sion Friday morning, Walter Weir, 
president of the New York agency 
bearing his name, insisted that 
“most of our criteria for measur- 
ing advertising today are based 
on the blindly accepted definition 
that advertising is a means of sell- 
ing in the mass. 


es “As a result,” he said, “we tend 
in media to concern ourselves 
with amount of circulation rather 
than with kind; and, in copy, to 
strive for quantity of reading 
rather than quality of reading. We 
judge the value of our complete 
advertising plan on number of 
readers reached per dollar rather 
than number of buyers converted 
to our product. 

“We make the easy assumption 
that the more readers we attract, 
the more sales we will make. And 
there is just enough of truth in this 
to mislead us miserably.” . 

“I think,” he continued, “that 
more of the advertisements we 
write would produce more of the 
sales we want if, when we wrote 
them and scheduled them, we 
thought in terms of number of 
people currently in the market 
—who want buying information— 
rather than in terms of number of 
readers reached—who can always 
be intrigued by entertainment.” 

Mr. Weir also made a strong 
plea for factual, truthful adver- 
tising, asserting that “not neces- 
sarily untrue, but idle statements” 
which exaggerate or are unbelieve- 
able, inevitably hurt all adver- 
tising. 


a E. N. Mayer Jr., president, 


James Gray Inc., New York, 
blasted at the “secondary posi- 
tion” given direct advertising, and 
particularly at the waste which 
results because too much of the 
creative work in direct advertising 
is given to inexperienced or in- 
competent people. 

Citing numerous examples from 
the press, which he asserted shows 
either ignorance of the function of 
direct advertising or active bias 
against it, he suggested that all 
agencies add one more vice-presi- 
dent—a vice-president in charge 
of direct advertising. 

“Without this vice-president,” 
he said, “you are neglecting an 
extremely important sales tool 
that may be the difference be- 
tween the complete success or fail- 
ure of your most beautiful national 
campaign for your most prized ac- 
count. 


a “This is what you can do about 
it. You can make certain that a 
qualified direct advertising ex- 
pert sits in on your planning ses- 
sions. There are a few outstand- 
ing experts in the field—and let 
me warn you they are usually not 
printers. They are men and women 
who have spent years studying the 
medium and who are selling their 
experience and knowledge, not 
their printing production.” 

Mr. Mayer recognized the eco- 
nomic difficulties preventing such 
a setup, but insisted that results 
would justify the effort, and that 
financial arrangements could be 
developed. 

H. B. McCoy, director of the Of- 
fice of Domestic Commerce, De- 
partment of Commerce, recounted 
the government material and serv- 
ices which are available to adver- 
tising people and how to get them, 
and Clarance Hatch Jr., executive 
vice-president of D. P. Brother & 
Co., Detroit, discussed television 
commercial techniques. 


@ One way of selling through TV, 
he said, is to tie your sales mes- 
sage to a good show, but it is also 
important to make sure that the 
program attracts the kind of peo- 
ple who are potential buyers of the 
product and that the show itself 
is compatible with the product. 

Mr. Hatch said that integrated 
commercials are excellent when 
they are well done and smoothly 
handled, but that in many in- 
stances it is far better to make a 
straightforward sales pitch. The 
important point to bear in mind, 
he said, is the informal, intimate 
nature of TV reception. “Never 
forget,” he said, “its private, per- 
sonal, living room setting. 

“The viewer has no use for the 
‘phony’ salesman, the grandiose 
salesman so often encountered in 
radio, or the ex-Shakespearian 
actor who addresses his audience 
as though through a proscenium 
arch.” 

Wesley I. Nunn, advertising 
manager of Standard Oil Co. (In- 
diana), concluded the session by 
showing his sound slide film on 
the cost of advertising, the revised 
version of which was first shown 
to the Association of National Ad- 
vertisers at its annual meeting in 
April. 


ws The conference wound up Fri- 
day afternoon with a panel on in- 
tegrating advertising education 
and advertising practice, presided 
over by Prof. Donald Davis of 
Pennsylvania State College. 

Participants representing educa- 
tion were the Rev. Bernard Demp- 
sey, regent, school of commerce 
and finance, St. Louis University; 
Mrs. Rosamond Risser Jones, 
school of journalism, Butler Uni- 
versity, and D. M. Phelps, pro- 
fessor of marketing, University of 
Michigan. 

Representing advertising were 
T. Lee Brantly, vice-president, 
Crowell-Collier Publishing Co.; 
Frederic R. Gamble, president 
of the Four A’s; and Frederic 
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ALL AROUND—This four color page in 
the June 5 issue of Life starts a new 
campaign for Howard Johnson’s, restau- 
rant chain. Outdoor posters will be used 
in Johnson‘s restaurant locations through- 
out the East, and radio spots and news- 
paper copy will be used locally. N. W. 
Ayer & Son, Philadelphia, is the agency. 


Schneller, general merchandising 
manager, Lever Brothers Co. 
Representing students were Wil- 
liam Nesbitt of Douglas Leigh Inc.; 
Rosalyn Crabb, A. L. Perkins Ad- 
vertising Agency, Indianapolis; and 
Edward Stroyke of Brooke, Smith, 
French & Dorrance, Detroit. 


= At the annual business meeting, 
Sterling E. Graham, general man- 
ager, Cleveland Plain Dealer, as- 
serted that “our freedoms are frag- 
ile and perishable. We must use ad- 
vertising channels, as well as those 
of publicity and education, to pre- 
serve our system. 

“The time is overdue when all in- 
dustry and business must unite in 
a concerted effort of advertising 
to tell the people the story of how 
we live, the sources of our wealth, 
the part tools play in giving bet- 
ter food, shelter and comfort, and 
the rights and duties of owners 
and labor.” 

George S. McMillan, retiring 
chairman of the AFA, reported on 
the association’s legislative activ- 
ities during the past year and said 
that more vigilance against unwise 
legislation and proposed taxes on 
advertising is required now than 
ever before, because all legislative 
bodies are seeking new methods of 
developing revenue. 


s Ralph Smith, executive vice- 
president, Duane Jones Inc., and 
chairman of the AFA’s advertising 
committee, reported that the cur- 
rent advertising campaign pre- 
pared by the association, which 
takes a specific product and tells 
how much it costs to advertise that 
product, takes its cue from re- 
search that shows the greatest con- 
cern of the general public about 
advertising is the belief that ad- 
vertising adds substantially to the 
cost of goods. : 

The campaign is now really roll- 
ing, he said, with 600 newspapers 
ordering mats of 12 ads; 900 ra- 
dio stations ordering records con- 
taining one-minute and shorter an- 
nouncements; 75,000 car cards pro- 
moting the messages, and more 
than 1,000 24-sheet posters flash- 
ing the copy. More than 75,000,000 
people already have been exposed 
to the campaign, he estimated. 


Kircher Heads Ad Bureau 
Ralph C. Kircher, president of 
Kircher, Helton & Collett, Dayton, 
has been appointed director of the 
advertising bureau of the United 
World Federalists. He will serve in 
a voluntary basis without pay, and 
will divide his time between his 
agency in Dayton and the feder- 
alists’ headquarters in New York. 


MAURICE WERTHEIM 

HARTFORD, CONN.—Maurice Wer- 
theim, 64, former publisher of 
The Nation, died of a heart at- 
tack May 28 at his estate in Cos 
Cob, Conn. 


Douglas Leigh 
to Launch New 
Frozen Juice 


New YorK—Flamingo, a new 
quick-frozen orange juice concen- 
trate, will be launched in the New 
York and Philadelphia markets 
late this month by Douglas Leigh, 
creator of illuminated Broadway 
displays and operator of giant ad- 
vertising dirigibles. 

Flamingo will be financed, dis- 
tributed and advertised by Leigh 
Foods Inc., a newly-formed food 
company organized by Leigh, who 
told a press conference last week 
that he expects to spend $500,000 
to advertise the new product in 
New York and Philadelphia this 
year. 

Most of the advertising, he said, 
would be by means of illuminated 
dirigibles and outdoor displays, but 
schedules are being worked out 
for newspaper and business paper 
advertising. No final decision on 
a publication schedule has been 
made, he said, and he is still un- 
decided whether his own organ- 
ization will plan, prepare and place 
the advertising or whether an 
agency will be appointed. 


s Leigh said he plans to start his 
Flamingo distribution about June 
20 in the local market. For com- 
petitive reasons he declined to give 
any details about his local distri- 
bution setup at this time, but 
said that the new product in 6-oz. 
cans will sell at retail for about 
29¢ or less. Processing. is be- 
ing done by plants in Florida on a 
co-packer arrangement. 

Initial advertising will include 
some of Leigh’s own facilities. One 
or two dirigibles, an animated car- 
toon spectacular on Broadway 
which, he said, “shows to 1,500,000 
people a day,” and later “strong 
support by radio, TV, newspapers, 
and business papers.” 

The dirigibles to be used, he 
said, will display on their sides 
“in 18,000 electric lights a 240-ft. 
scarlet flamingo flapping its wings 
with a 25-ft. orange in its beak.” 


@ Expanding from an advertising 
media operation to bringing out 
a product under his own name, 
Leigh said, was no hastily-arrived- 
at decision. 

“For 10 years we’ve wanted our 
own product,” he said, “and for 
the last year we have carefully 
watched and studied the frozen 
concentrates. It’s an important 
and stimulating field, with the 
potential hardly touched. In 1948,” 
he pointed out, “concentrate sales 
jumped to $18,000,000. In 1949 
they soared to $75,000,000.” He 
said sales should easily top $100,- 
000,000 this year, with a concen- 
trate gallonage of 35,000,000, or al- 
most 800,000,000 six-ounce cans, 
about four times last year’s yield. 


Transit Radio Wins Round; 
Still Faces FCC Action 


Federal Judge Edward Stamm of 
Washington last Thursday threw 
out three suits by streetcar and 
bus riders who protested the Pub- 
lic Service Commission’s decision 
to permit Capital Transit Co. to 
pipe programs into its vehicles 
via Station WWDC-FM. 

Transit FM radio broadcasting 
still faces intervention from the 
Federal Communications Commis- 
sion. 


Schedule Cinciama Party 


The annual golf and dinner 
party of the 70 magazine repre- 
sentatives covering Cincinnati will 
be held at the Hyde Park Country 
Club June 8. Warren Reynolds, 
Parade, is chairman. About 100 
usually are guests of the magazine 
men for golf, with 250 present at 
the annual Cinciama dinner. 


67 
Aner’ wus | |. Beodmark for Americans sy 
BIGGEST jie ES | ote , 
travel ay > | === | - Sr = 
Oe gg | ==> | oo abilities = 
| enue - ; * ee pen re ee 
m is 4 Peal Sfp] <5" ie Lie: mv 
ore Si ¥ K x <i, is 
endi- Be \. E | y 4 A “” ‘ 
eriod SS see NEED suse SStES fae Sats, = 
Robes : -e , “ts ae ser 
es to Ny t 4 1) onal, 5G P 
1 for asin . ~~ 
ee sea Pee —- 
Ting : all - 
ng to q coe Ee - 
laced | | 
e for 
1 in- an 
Life, TAY Es TLE TE : 
and i 
3 ae ; 
ive e 
treal, : 
enile : 
asual 
“page 
two 
kend bey 
The Ss 
Ad- | me 
pro- | ee 
Pat 
ee 
pro- 
‘ising 
Erie, 
who 
i 
a | a 
ising i 
troit. ch 
cd to - 
Maid a 
nmer Ee 
— = 
s 
us. cee 
ted, ; 
igns. . 
" 
| a 
: a 
So 
| ae; 
Be 
; ah 
— ee 22 cr 


68 


Zenith Threatened 
by FCC Over Tests 
of Phonevision 


WaASHINGTON—Miffed over ads 
and other promotions which Ze- 
nith is using for phonevision, the 
Federal Communications Commis- 
sion threatened Iast week to put 
its foot down on public tests of 
subscription TV, scheduled for the 
Chicago area. 

In a letter to Zenith Wednesday, 
FCC said the company appears to 
be violating the conditions of the 
special authorization issued Feb. 
8. The commission made it clear 
that the tests will never get under- 
way unless Zenith provides as- 
surance that there will be no fur- 
ther effort to create the impres- 
sion that commercial phonevision 
is assured of FCC approval. 


a The commission pointed out that 
the Feb. 8 authorization required 
that the test proceed with a mini- 
mum. of publicity, in order that 
the public not “be misled into 
believing that phonevision has 
been or will soon be adopted by 
the commission on a _ regular 
basis.” 

But on Feb. 10, FCC said, Zenith 
president E. F. McDonald Jr. 
wrote leading set manufacturers 
offering inducements to those who 
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agree to install Zenith-type phone- 
vision outlets in their TV models. 
“Furthermore,” FCC said, “in the 
short time since your organiza- 
tion was granted special temporary 
authorization to conduct the 
phonevision tests, various adver- 
tisements concerning Zenith tele- 
vision receivers have appeared 
containing such statements as 
“phonevision will soon be here” 
and “phonevision exclusive with 
Zenith.” 


a FCC said it wants the “widest 
possible flexibility” in considering 
phonevision applications. “Your ac- 
tions tend to destroy this flex- 
ibility by encouraging the mass 
production of receivers contain- 
ing phonevision outlets built in 
accord with your present stan- 
dards. 

“Thus, if in the future such a 
hearing were held on this matter, 
a large number of sets might al- 
ready be in the hands of the pub- 
lic and on the market, all contain- 
ing outlets built to your stan- 
dards.” 

FCC said it is awaiting Zenith’s 
explanation before it takes up the 
company’s request for permission 
to begin tests on Oct, 1. 


Opens Offset Printing Plant 


An offset printing establishment 
has been opened by William 
Maddron, formerly with the Uni- 
versity of Oregon Press. The new 
company is located at 1949 28th 
East, Eugene, Ore. 


Janda Joins Petesch, Hecht 


George Janda, formerly with 
O'Reilly, Doty & Sommer, has 
joined Petesch, Hecht & O’Connor, 
Chicago, as administrative head of 


radio and television productions. 


Any Way You Lock at It... 


ume of Accounts — 


KRNT is the 
LEADER 


in Des Moines, 
THE CENTER OF THINGS IN IOWA 
Highest Hooperated — Biggest Vol- 


Ratings — Most Highest-Rated Disc 
Jockeys—Tops in Promotion Facilities 


Add Five Names 
to Advertising 
Hall of Fame 


Ayer, Franklin, 
Clague, McGraw and 
Sidener Win Honors 


DetTroiIt—Five names were add- 
ed to advertising’s “Hall of Fame” 
at the annual dinner of the Ad- 
vertising Federation of America 
here Friday. 

They join the gallery of ten who 
were elected to the “Hall of Fame” 
at the Houston AFA convention 
last year, when the project was 


AFA Convention 


initiated. The actual “hall” is part 
of the Advertising Club of New 
York. Names inscribed in it will 
e increased each year until 50 men 
have been immortalized for their 
part in enhancing the cause of ad- 
vertising. 
Those elected this year are: 


a F. Wayland Ayer (Feb. 4, 1848— 


F./May 5, 1923). Founder in 1869 of 


N. W. Ayer & Son (the initials 
were those of his father), one of 
the first advertising agencies. Mr. 
Ayer was a leader in changing the 
business from that of space brok- 
erage to the present independent 
creative function, and was respon- 
sible for many of the innovations 
now common practice in the field. 
He managed the agency actively 
until his death in 1923. 

Stanley Clague (April 16, 1872— 
Jan. 19, 1927). Honored primarily 
for his service to advertising as one 
of the founders and managing di- 
rector (1917 to 1927) of the Audit 
Bureau of Circulations. Mr. Clague 


Highest News 


The Hooper Audience Index, March-April, 1950, Shows: : 
KRNT has a 96.7% greater audience 
than the No. 2 station. 

... KRNT has a 49.6% greater audience 
than the No. 2 station. 

KRNT is 1.0 percentage points below 
the No. 1 station. 

KRNT has a 11.5% greater audience 
than the No. 2 station. 

KRNT has a 26.1% greater audience 
than the No. 2 station. 

KRNT has a 41.9 greater percentage 
than the No. 2 station. 


SATURDAY DAYTIME 


oosgheo eas 


TOTAL RATED TIME PERIODS. . . 


THEY BUY KRNT... 


DES MOINES — THE REGISTER AND TRIBUNE STATION 


oe tee ee 


THOSE ARE FACTS ADVERTISERS KNOW WHEN 


SAY: “ANY TIME IS GOOD TIME ON KRNT” 


REPRESENTED BY THE KATZ AGENCY 


The station with the fabulous personalities and the astronomical Hoopers 


THE STATION THAT CAN 


came to the U. S. at the age of 20 
from the Isle of Man, served as 
secretary to Dr. Charles W. Eliot, 


F. W. Ayer S. Clague 


president of Harvard, and then 
entered advertising in Boston. Sub- 
sequently he was with N. W. Ayer 
& Son, then head of the advertising 
service department of Curtis Pub- 
lishing Co. In 1908 he started his 
own agency in Chicago, which in 
1915 was consolidated with Taylor, 
Critchfield & Co. 


a Benjamin Franklin (1706— 
1790). Cited as “America’s first 
outstanding figure in the fields of 
advertising and publishing. He sold 
advertising, wrote advertising, and 
used advertising when advertising 
was almost unknown. The first 
nown magazine advertisement ap- 
peared in his General Magazine in 
1741. He pioneered in both news- 
paper and magazine publishing 
and our present Saturday Evening 
Post continues one of his publica- 
tions. In sales promotion and pub- 
lic relations he was a master.” 

James H. McGraw (Dec. 17, 1860 
—Feb. 21, 1948). Founder of Mc- 
Graw Publishing Co., now Mc- 
Graw-Hill Publishing Co., and 
generally recognized as the out- 
standing figure in raising business 
journalism to its present high 
plane. Cited as “a tireless seeker 
for perfection in business journa- 


lism and an early leader in high 


es we 


Advertising Age, June 5, 1959) 


PICK HALL OF FAME NAMES—The jury which picked this year’s additions to adver. 
tising’s Hall of Fame. Left to right, seated: Edward S. Babcox, Babcox Publications, 
Akron; P. L. Thomson, Audit Bureau of Circulations, New York; Gilbert T. Hodges, 
Wall Street Journal, New York; Allan T. Preyer, Morse International, New York; 
Herbert S. Houston, New York. Standing: Howard Story, Story, Brooks & Finley, 
Philadelphia; James Webb Young, J. Walter Thompson Co., New York; Ralph Starr 
Butler, General Foods Corp., New York; 
New York; Edgar Kobak, New York; John Benson, Committee on Consumer Re- 
lations in Advertising, New York. 


Andrew J. Haire, Haire Publishing Co., 


integrity in circulation methods.” 
Called “Teacher of Business” in a 
biography by that name written 
after his retirement by G. D. Crain 
Jr., publisher of ADVERTISING AGE. 


a Merle Sidener (Aug. 7, 1874— 
May 10, 1948). Co-founder of 
Sidener & Van Riper agency in 
Indianapolis (1910) and active in 
the agency operation until shortly 
before his death, Mr. Sidener was 
cited for his six years of service 
as chairman of the National Vigi- 
lance Committee of the Associated 
Advertising Clubs of the World, 
and his development of the “truth 
in advertising” activities which ul- 
timately developed into the present 
Better Business Bureau movement. 


a Gilbert T. Hodges, Wall Street 
Journal, served as chairman of the 
committee of judges which made 
this year’s awards. Other judges 
were Edward S. Babcox, Babcox 
Publications, Akron; John Benson, 
Committee on Consumer Relations 
in Advertising; Ralph Starr Butler, 
consultant, General Foods Corp.; 
Andrew J. Haire, Haire Publishing 


Ben Franklin 


Co.; Herbert S. Houston, former 


M. Sidener 


J. H. McGraw 


AFA president; Edgar Kobak, ra- 
dio consultant; Allan T. Preyer, 
Morse International; P. L. Thom- 
son, Audit Bureau of Circulations; 
Howard G. Story, Story, Brooks & 
Finley; and James Webb Young, 
senior consultant, J. Walter 
Thompson Co. 

No one may be elected to the 
hall of fame until at least two 
years after his death. 

The first ten men selected to ad- 
vertising’s “Hall of Fame” last 
year were John Wanamaker, Phil- 
adelphia merchant; John Irving 
Romer, editor and publisher of 
Printers’ Ink; Cyrus H. K. Curtis, 


founder of Curtis Publishing Co,; 
William H. Johns, well known 
agency pioneer; Alfred W. Erick- 
son, agency executive; Lewis B. 
Jones, advertising manager of 
Eastman Kodak Co.; E. T. Mere- 


dith, founder of Meredith Publish- | 


ing Co.; Rollins C. Ayres, founder 
of the first advertising agency in 
California; Theodore F. MacManus, 
famed copywriter and agency ex- 
ecutive; and Walter A. Strong, 
publisher of the Chicago Daily 
News. 


Dr. Pepper Starts 
$250,000 Campaign 
for New Bottle Cap 


(Picture on Page 55) 

Da.LLtas—Dr. Pepper Co. launch- 
ed a $250,000 advertising campaign 
on June 1, to introduce its new 
Dr. Pepper bottle cap. The drive, 
which will last until July 31, will 
be concentrated in newspapers, 
comics sections, posters and TV 
spots. 

Twenty-four-sheet posters will 
go up in two-thirds of the terri- 
tories covered by over 400 Dr. 
Pepper bottlers. Where outdoor 
is not available, b&w newspaper 
ads up to 2,300-lines have been 
scheduled. In addition, color com- 
ics space and TV spots are set for 
major markets. 

A nationwide consumer contest 
in connection with the cap change 
will be the theme of the campaign. 
Persons turning in the largest 
number of the new-style caps will 
have a chance at 2,311 prizes val- 
ued at $30,000. Contest rules will 
be distributed through retail out- 
lets, which also will receive two- 
color window streamers, hand bills, 
bottle riders and Kleen-sticks. 

The new cap design was includ- 
ed in more than 150 originally 
prepared last fall by Ruthrauff & 
Ryan, agency for Dr. Pepper. Con- 
sumer surveys in nine cities helped 
sift out designs most acceptable 
to consumers, with final designs 
being tested in an “arousal study” 
by the Ad Detector Corp. Cooler 
tests were run in 20 markets to 
determine how well the cap would 
stand up under water before the 


final design was selected. 
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FCC Fears TV Color Delay 
May Bring FM-Type Problem 

WasHINGTON—George Sterling is 
in for some rough questioning be- 
fore his renomination to the Fed- 
eral Communications Commission 
B gets by the Senate interstate and 
foreign commerce committee. He’ll 
survive—but he may regret it. 

Sterling and other FCC mem- 
bers must come to grips this sum- 
mer with some of the most troub- 
lesome problems in the commis- 
sion’s rugged history. 

Up for immediate attention is 
color television, with the answer, 
after nine months of hearings, still 
tlouded in claims and counter 
tlaims for the three proposed sys- 
tems. Each has its merits, but one 
thing seems certain: There will 
be only one winner, and he will 
robably be named by late sum- 
er. 

FCC is pushing color TV be- 
ause it fears that delay will re- 
ult in the “FM treatment.” In 
ive postwar years, fewer than 
,000,000 FM receivers have been 
uilt; FM broadcasters are giving 
p the fight at an alarming rate. 

During the summer, pro-FM 
orces plan a final effort to get 
ff dead center. They concede 
hat the number of sound radio 
stations must inevitably decline 
in the future; they want FCC to 
zonfine sound broadcasting to the 
fM band. Therefore, they are pre- 
aring to ask FCC to take a big 
tep—to fix a deadline for AM 
operators to shift to FM. The re- 
sulting fight will undoubtedly 
overshadow anything FCC has 
seen before, for the shift to FM 
puts all broadcasters on an equal 
basis so far as power is concerned, 
and wipes out established advan- 
tages of clear channel and other 
high-power AM stations. 

e ee e@ 

It’s going to be a tough sum- 
mer for Congress, too. On the 
basis of past performance, the 
Senate will still be debating So- 
cial Security expansion when June 
ends. Weeks of additional debate 
on the 1951 federal budget and 
other matters are inevitable. 

eee 

Summer in Washington is hard- 
ly a pleasant prospect to the mem- 
bers of the House, und one third 
of the members of the Senate, who 
must submit to the inspection of 
the electorate this fall. Majority 
leader Scott Lucas would rather 
be in Illinois, where he faces a 
tough reelection fight, and major- 
ity whip Francis Myers certainly 
cannot feel at ease when he hears 
of the odds in favor of his oppo- 
nent, Pennsylvania Gov. James 
H. Duff. There are Republicans 
who ought to avoid any long-term 
leases on apartments, too, among 
them Sen. Homer Capehart (R., 
Ind.), who is reported to be on 
the short end of his reelection 
race. 


» 


eee 
When Social Security expan- 
sion hits the Senate floor, Lucas 
and Myers will try to make some 
important changes. For one thing, 
they want to broaden the tax base 
—to tax the first $3,600 of earn- 
ings each year, instead of $3,000 
as at present. They are also pro- 
posing a “disability clause’ to 
provide coverage for workers who 
are totally disabled before they 
Teach 65. Disability provisions 
Were included in the House bill, 
but deleted by the Senate finance 
committee. 
ee e 
Excise tax cuts have a less than 
even chance. Senate finance com- 


mittee members are disgusted with 
the giveaway contest under way 
in the House ways and means com- 
mittee. Even if the House acts, 
the senators will probably scrap 
the bill. There’s a long-shot pos- 
sibility that the Senate committee 
might sponsor a mild rollback of 
excise tax rates, but chances are 
diminishing: With retail busi- 
ness enjoying a brisk spring, de- 
mands for tax relief have petered 
out. 
e ee 

Before writing off the drive for 
excise tax cuts, Congress might 
want to look at intercity travel. 
Air Transport Association says 
combined rail-bus-air travel ap- 


pears to be heading for a 10% 


drop for the year. It estimates to- 
tal probable intercity travel for 
the three at 52.5 billion passenger 
miles, compared with 57.5 bil- 
lion in 1949. While this is a post- 
war low, it compares with 32 bil- 
lion in 1940, 


Philadelphia Adwomen Elect 

Alice L. Mooney, of Lawrence 
Everling Inc., has been reelected 
president of the Philadelphia Club 
of Advertising Women. Other of- 
ficers are: Jerrie C. Rosenberg, 
Lavenson Bureau, list vice-presi- 
dent; Anne LaMott, Ford Brothers, 
2nd vice-president; Gladys Mor- 
nan, S. E. Roberts Inc., treasurer; 
Marie Kerrigan, A. Pomerantz & 
Co., recording secretary, and Mary 
B. Whitemore, Accurate Address- 
ing Co., corresponding secretary. 


Tested Product Show Signed 

“National Home Institute,” new 
twice-a-day daytime show which 
advertises only “tested” products 
and services on Station WMAQ, 
Chicago, (AA, April 3) has signed 
Home Federal Savings & Loan 
Association of Chicago as a spon- 
sor. 


Wanamaker to Resume Prewar 
National Consumer Ads 


John Wanamaker, Philadelphia, 
will resume its prewar policy of 
using national consumer adver- 
tising to build national recognition 
of the store as a fashion factor. 
Glamour, Harper’s Bazaar, Vogue 


.jand others will be used for open- 


ing ads starting in August. Glam- 
our and Seventeen will be used for 
producing mail orders, much of 
the opening copy in the others will 
be institutional. Ads will only fea- 
ture high fashioned merchandise, 
and where a national brand is car- 
ried in the Philadelphia and New 
York stores, names of both stores 
will be mentioned. 


Lemmon Heads Winnipeg Club 


Harvey Lemmon, general sales 
manager of Bulman Bros., has 
been elected president of the Sales 
and Advertising Club of Winnipeg. 
R. Heaton, general sales manager 
of Silverwood Western Dairies 
Ltd., has been named vice-pres- 
ident, and Roland Page, sales ex- 
ecutive of Claude Neon Ruddy 
Kester Ltd., has been elected sec- 
retary-treasurer. , 


Appoints Harry Witt 

Harry W. Witt has been named 
to manage the new Los Angeles 
office of Calkins & Holden, Carlock, 
McClinton & Smith. The new 
branch will be opened July 1. Mr. 
Witt was formerly assistant gen- 
eral manager of Columbia Broad- 
casting System on the Pacific 
Coast, and general manager of 
KTTV, Los Angeles. 


Joins Pan American Co. 
Charles Grant Jr., previously an 
Alfred M. Best Co. editorial as- 
sistant, has been appointed assist- 
ant advertising manager of Pan 
American Broadcasting Co., radio 
station representative, New York. 
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> if your literature 
eets these specifications 
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BOOKLETS i — Self cover BROADSIDES 
printed in any two colors printed in any two colors - 
didi an., _— : ao Trim size (Rat) Approx. minimum quantity 
17x11 or 18x12 500,000 
11 or 9x12 16 100,000 
a ———2 
54x82 or 6x9 32 100,000 22x34 or 24x36 125,000 


The 


If you buy booklets, broadsides, company 
publications, catalogs or other printed 
materials which meet the specifications 
given in the tables above (or come reason- 
ably close to them), you can save money 
without sacrificing quality by letting 
Maher print them... regardless of where 
you are located. All work is high quality 
letterpress. You have your choice of 
ink colors and paper stocks. Delivery is 
fast and on a guaranteed schedule. 


substantial economies which Maher 


passes on to you are made possible 
by the installation of new, high-speed 
presses, 
stitchers and trimmers. Working in com- 
bination, this equipment produces quality 


coupled with special folders, 


send today for proof 


JOHN MAHER PRINTING ComPANY 


Creators of Fine Domestic & Export Printing 
2001 Calumet Ave., Chicago 16, Illinois 


you can save money... plenty! 


printing at a speed hitherto impossible 
...and at a cost which makes Maher’s 
fine letterpress work less costly than even 


cheaper forms of reproduction. 


In fact, 


you can’t beat Maher’s letterpress prices 
on work covered by the specifications 


printed here. 


Do you want proof? Let Maher show 
you how you can save both time and 
money on the literature specified above, 
or, better still, ask Maher for a quota- 
tion on a job which you have done (or 
plan to do) and then compare price and 
quality. There is no obligation. You will 
see what a difference the application 
of modern printing technology can make 


in your production costs. 


Pr eee wn ne ee == -<< 


John Maher Printing Co. 
2001 Calumet Ave., Chicago 16 


Show me 


broadsides. 


NAME. 


( ) How | can save money on booklets and 


( ) Quote on the enclosed material 
(please give complete specifications) 


COMPANY. 


ADDRESS. 


ee 


ZONE. STATE 


mr 
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If it’s printed by letterpress it’s GOOD... if it’s printed by Maher it’s BETTER 
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Bea Adams Wins 
Adwoman Award 
at AFA Meeting 


Detroit—Bea Adams, executive 
vice-president of Gardner Adver- 
tising Co., St. Louis, Thursday was 
named “advertis- 
ing woman of the 
year’’ by the 
council on wom- 
en’s advertising 
| clubs of the Ad- 
| vertising Federa- 
5 tion of America. 

Miss Adams 
received the 
| award from Mrs. 
Honor Gregory 
House, chairman 
of the award 
committee and president of Gre- 
gory & House, advertising, Cleve- 
land, in tribute to her 20-year 
eareer in advertising and her out- 
standing record of community ser- 
vice. 

Miss Adams started her career 
as advertising manager of Ideal 
Stencil Machine Co., Belleville, Ill. 
Subsequently, she worked as a 


15 MILLION 
NEGROES 


eee EAT AND DRINK 
And they 


Bea Adams 


is the most loyal customer 
A the world. For full information of 


NOTE: We now have facts complied by the 
Research Co. of America on brand 
preferences of Negroes from coast to coasr, 


the only study of its kind ever made, Write now 
for this free Information, 


fashion writer for Stix, Baer & 
Fuller and as fashion editor of the 
St. Louis Star-Times. She joined 
the copy staff of Gardner in 1935, 
was named a vice-president in 
1945, and a director in 1946. 
Miss Adams has served as pres- 
ident of the Women’s Advertising 


AFA Convention 


Club of St. Louis, vice-president 
of the AFA, and in a host of other 
advertising and civic capacities. 
(Text of her talk at the presenta- 
tion of awards by the Women’s 
Advertising Club of St. Louis, May 
15, appears on Page 48 of this is- 
sue.) 


a Mary Nolan, 16-year old junior 
at Evanston Township High 
School, Evanston, Ill, was pre- 
sented with a $500 check at the 
luncheon Monday for writing the 
prize-winning essay in the annual 
AFA essay contest for high school 
students. The presentation, made 
by Henry T. Ewald, Campbell- 
Ewald Co., emphasized that Miss 
Nolan’s essay was adjudged the 
best of more than 45,000 written 
throughout the country. 

At the Friday luncheon, Ira E. 
DeJernett, head of the Dallas agen- 
cy of that name and chairman of 
the AFA council on advertising 
clubs, presented club achievement 
awards as follows: 

For achievement in advertising 
education: First award, Pittsburgh 
Advertising Club; second award, 
Advertising Women of New York; 
honorable mentions, Advertising 
Club of Boston and Women’s Ad- 
vertising Club of St. Louis. 

For achievement in promoting a 
better public understanding of ad- 
vertising: First award, Advertising 
Club of Louisville; second award, 
Dallas Advertising League; honor- 
able mentions, Cleveland Adver- 
tising Club and Advertising Club 
of Worcester. 


# For club achievement in public 
service through advertising: First 
award, Milwaukee Advertising 
Club; second award, Advertising 
Club of Greater Miami; honorable 


CHICAGO'S LARGEST 


FINE PHOTOENGRAVING PLANT 


Quality engravings 
for consistently 
fine reproduction 


JAHN & 


ENGRAVING COMPANY 


817 W. WASHINGTON BLVD. 
CHICAGO 7, ILLINOIS 


CHICAGO. 


OLLIER 


MOnroe 6-7080 


Homes Homes 
% (000) 
1. Texaco Star Theater 
(NBC, 17 cities) ........ 65.3 2,770 
2. Godfrey's Talent Scouts 
(CBS, Lipton’s tea, 11 
Se a ae 53.5 1,823 
3. Godfrey & Friends (CBS, 
Chesterfields, 17 cities) ..47.8 2,031 
4. Toast of the Town 
pan Lincoln-Mercury, 16 
SRS PR AS a 44.6 1,847 


Step the fuse (A BC, 


-Admiral-Old Gold, 16 cities) 39.5 1,495 


Audience Delivered 


Rank Program Homes 
(000) 
1 Texaco Star Theater (NBC) ..... 3,521 
2 Godfrey & Friends (CBS, 
Chesterfields) ....... 2,683 
3 Toast of the Town (CBS, 
Lincoln-Mercury) ...... 2,266 
4 Godfrey's Talent ert ees, 2397 
5 Philco TV Playhouse (nee). dened 2, 
6 Stop the Music (ABC, Admiral) ..1,912 
7 Lone Ranger (ABC, General 
Mills) ..... 1,836 
8 Martin Kane (NBC, U. S. 
Tobacco) ....... 1,810 
9 Stop the Music (Old Gold) ...... 1,801 
10 The Goldbergs (CBS, General 
Foods) .. 1,714 


etree 


Lincoln-Mercury) .......eesse05 57.7 724 
Godfrey's Talent Scouts (CBS, 

RAUEEEED © ob odd o Eadie dite c ode cus 56.3 706 
Lights Out (NBC, pean) 0 dite oom 42.4 532 
Fireside Theater (N P&G) ...... 41.7 523 
Philco TV Any (NBC) dan 0 44 41.3 518 


Videodex Network TV Ratings 


May 1-7, 1950 
Copyright by Jay & Graham Research Inc. 
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Martin Kane — U. S. 
Tobacco, 17 cities) ....... 


Bees 


36.0 
11. Lights Out (nee, Admiral) 36.0 


National Nielsen Television Index 


Weeks of April 1-7 and 15-21, 1950 
All figures copyright by A. C. Nielsen Co, 


Program Popularity 


Rank Program Homes 
(%) 
1 Texaco Star Theater (NBC) ...... 77.7 
2 Godfrey's Talent Scouts (CBS, 
) ...-70.6 
3 Star Spangled Revue (NBC, 
Frigidaire) ........ 57.6 
4 Godfrey & Friends (CBS, 
Chesterfield) 57.4 
5 Toast of the Town (CBS, 
Lincoln-Mercury) ...... 55.1 
6 Stop the Music (ABC, Admiral) — 
7 Stop the Music — - Gold) .. 
8 Gillette Cavalcade (NBC) ........ 
9 Lone Ranger (ABC, Te Mills) . ais 
10 Philco TV Playhouse (NBC) ..... 


New York TV Ratings 
Four Weeks Ended May 13 


feo “sre 


Man Against Crime (CBS, R. J. 


PEED. bcc kecthdnsbdeccgedse 39.4 494 
Godfrey & Friends (CBS, Chester- 
GOO cne oo ddtine «debate oo 38.2 479 
Saturday Night Revue (NBC, Partici- 
ing) dad dminhacdb onic +The 37.4 469 
The Goldbergs (CBS, Sanka) ...... 37.0 464 


NATIONAL NIELSEN TV RATINGS—A. C. Nielsen Co.'s national video ratings are di- 
vided in two parts. The left-hand column shows number of homes reached by the pro- 
gram in the entire U. S. (average audience). The right-hand column shows the per cent 
of TV homes reached by the show in cities where the program was telecast (program 


Club of Shreveport. 

At the Monday luncheon, F. P. 
Bishop, M. P., leader of the Brit- 
ish delegation to the AFA, repre- 
senting the English Advertising 
Association, invited AFA members 
to attend the international adver- 
tising convention to be held in 
London in July, 1951. 

He made the suggestion that 
AFA clubs might send over to 
England next year 50 or 100 
young people, who would be guests 
of the British during the confer- 
ence and perhaps for a tour of 
Britain afterward, and added that 
Miss Nolan, this year’s high school 
essay contest winner, might well 
head the list. 


m At a breakfast tendered to 
presidents and past presidents of 
women’s advertising clubs affili- 
ated with the AFA by the Wo- 
men’s Advertising Club of De- 
troit Friday, Mabel Obenchain, 
midwestern manager of Famous 
Features Syndicate and retiring 
president of the Women’s Adver- 
tising Club of Chicago, was pre- 
sented with an “Oscarette” as the 
“Women’s Advertising Club Presi- 
dent of the Year.” 

Given honorable mentions in 
the competition, which was held 
for the first time this year, were 
Clarissa Davidson, retiring presi- 
dent of the Women’s Advertising 
Club of St. Louis, and Helen Gor- 
don, retiring president of the Wo- 
men’s Advertising Club of Cleve- 
land. 


Artists Form Partnership 


Dick Lawlor, production artist 
with Joseph R. Gerber Co. and 
previously with the Portland of- 
fice of Botsford, Constantine & 
Gardner, and Luis A. Turner, free 
lance artist formerly with Har- 
greaves Advertising, Portland, have 
formed a partnership under the 
name of Lawlor & Turner. Offices 


are in the Fitzpatrick Bldg., 917 
S.W. Oak St., Portland, Ore. 


popularity). 
mentions, Advertising Club of, W/i]]s 
Columbus, O., and Advertising Willys Plans Two 


Contests to Promote 
Its 1950 Jeepster 


TOLEDO—Willys-Overland Mo- 
tors Inc. has announced two na- 
tional contests to be conducted this 
summer to bolster dealer promo- 
tion of the 1950 Jeepster. 

Willys-Overland dealers will 
compete in the first contest, which 
will offer U. S. Savings Bonds to 
dealers who create the most ef- 
fective Jeepster window displays. 
Judging will be done from photo- 
graphs of displays submitted by 
dealers. 

The second contest, aimed at 
dealer-public participation, will 
award portable radios to winning 
entrants in each dealership for 
submitting the best statements, in 
25 words or less, relating their re- 
action to a ride in a Jeepster. Each 
dealer will conduct his own con- 
test. 

In college or university towns, 
two of the latter contests will be 
conducted—one for the general 
public and one for the students. 

Ewell & Thurber Associates here 
handles the account. 


DuMont Appoints Affleck 

James Calvin Affleck, formerly 
advertising and sales ‘promotion 
manager of Radiomarine Corp. of 
America, subsidiary of RCA, has 
been named to the newly created 
post of sales promotion manager 
of the receiver sales division of 
Allen B. DuMont Laboratories Inc., 
New York. 


Bonoil Picks Hilton Agency 


Bonoil Packing Corp., New York, 
has appointed Peter Hilton Inc., 
New York, to handle its adver- 
tising and promotion. 


Baker to Write Geyer Copy 
Geyer, Newell & Ganger, New 
York, has added John W. Baker, 


previously a free-lance advertis- 
ing counsellor, as a member of the 
copy department. 


Advertising Age, June 5, 19% 


So. Carolina Utility 
Injects ‘Personal’ 
Note into Ad Copy 


Cotumsia, S. C.—A public util. 
ity president who feels that m 
corporation advertising is too 
stract to reach the average 
has attempted to inject a pe 
note into his company’s advert 
copy. 


Carolina Electric & Gas Co. in the 
New York Times and the Wash- 
ington Post. Ads were headlined 
“Did you tell your Congressman to 
kill my business?” and the copy, 
written in the first person over the 
signature of S. C. McMeekin, presi. 
dent of the utility, started out, 
“I’m the president of a public util- 
ity company.” 

After a brief description of his 
company and himself, Mr. Mc- 
Meekin explains his reasons for 
opposing proposed construction, 
authorized by the Rural Electrifi- 
cation Administration, of power 
transmission lines which, he claims, 
will parallel SCE&G Co. lines. 


are 
expan 


The “personal” copy appeared ing &*P¢°' 
full-page ads run by the South the ne 
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s The ad also points out that rates 
for power transmitted over these 
new lines will be 10% higher than 
rates now charged by SCE&G. 
(Before a May 1 rate reduction, 
the utility’s rates were about 20% 
higher than the proposed rates 
over the new lines.) 

Mr. McMeekin reports favorable 


and telegrams received from all 
over the country and a consider- 
able amount of editorial comment, 
particularly in South Carolina. In 
addition, the House of the South 
Carolina legislature has passed 
resolution calling for. an investi 
gation of the situation and a delay 
in construction until a hearing is 
completed. 

The ads were prepared by To- 
bias & Co., Charleston, S. C. 


Butcher Joins Worthington 


Charles A. Butcher, formerly 
general manager of Crocker- 
Wheeler Electric Mfg. Co., and 
vice-president of its successive 
parent Sa Joshua Hendy 
Corp. and Elliott Co., has been ap- 
pointed assistant to H. C. Ramsey, 
of Worthington Pump & Machinery 
Corp., Harrison, N. J. Mr. Butcher 
will make his headquarters in the 
New York office. 


Pocket Television 


FLIP BOOKS 


Hands of to the 
the Public Millions 
ANIMATED CARTOONS, SPORTS, 
REAL MOVIES, EDUCATIONAL, ETC. 


Two Movies In Each Book 
For As Little As 14 Cents! 
Many of America's great companies 
have found these flip books most ef- 
fective sales aids...in the promotion 
of their products. For humor in ani- 
mated cartoons . . . dramatic educa- 
tional interest in true movies ... for 
pg your products in dynamic ac- 

tion . . . these flip books are un- 
surpassed. 

Free Scenario Offer 
Without obligation, we will prepare 
for you a movie scenario, depicting 
your product in action...with a sup- 
plementary sports movie or cartoon. 


MINIATURE FLIP BOOK CO. 


National Sales Representative 
GRAHAM DEVICES 


150 Broadway, N. Y. 7. Dept. A 
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| AMA Panel Sees 
, | Some Business 
Recession in ‘51 


New YorK—wWhile the 1950s 
are likely to bring a generally 
expanding economy, business must 

ct some serious bumps during 
red in next 10 years. That was the 
consensus of a group of economists 
and business men at a featured 
panel session last week at the 
27th annual general management 
conference of the American Man- 
agement Association. 

The “bumps,” in the general 
opinion of the panel, will be more 
m the order of 1930 and 1931 
rather than like the deep depres- 
gon of 1933. None of the panel 
members thought a monetary pan- 
ic at all likely. For the short term, 
jome business recession was pre- 
licted for 1951. It was suggested 
that unemployment next year may 
reach proportions of 6,000,000. 

One of the vulnerable sectors of 
the economy, panel members 
agreed, is the building boom. Last 
ear new dwelling units were 
built at a rate about equal to the 
hew-family formation. This year 
nore dwelling units will be built 
han there are new families, which, 
was pointed out, means that 
acancies should begin to appear. 


Don G. Mitchell, president of 
Sylvania Electric Products Inc., 
peaking on the European situ- 
ition and what is likely to happen 
ifter the termination of the Mar- 
hall Plan in 1952, emphasized that 
‘the American workman who tries 
o protect his job by buying only 
American goods may find that he 
s cutting off his nose to spite 
1is face.” Essentially, “various in- 
licators confirm the healthy con- 
lition of our economy,” but he 
stressed the point that “federal 
jeficits are a matter of deep con- 
ern” to 'the administration and 
re “not planned to counteract 
onomic trends.” Urging the con- 
inued sale of savings bonds, he 
said “it helps to achieve one of our 
essential goals—the maintenance 
of widespread ownership of the 
debt.” 

Curtis H. Gager, operating vice- 
Ipresident of General Foods Corp., 


SELF-SERVICE—Johnson & Johnson packs 
12 combination packages—a box of regu- 
lar Meds 10s plus a purse-size package 
of three tampons—in this self-service dis- 
play shipper for a summer merchandising 
campaign. to promote a special offer for 
the product. Ads will appear during July 
and August in 15 national magazines 
and Sunday supplements in 18 cities. 
Batten, Barton, Durstine & Osborn han- 
dies the Meds account. 


urged all employers to develop a 
written statement of policy for 
personnel relations. “Attempts to 
tell your people about the com- 
pany and its activities,” he said, 
“will not make up for the lack of 
a sound policy on personnel rela- 
tions.” 


a Winthrop H. Smith, managing 
partner of Merrill Lynch, Pierce, 
Fenner & Beane, investment house, 
speaking on the capital equity 
problem, declared that “Ameri- 
can industry hasn’t yet begun to 
see its own responsibility toward 
spreading business ownership. The 
most universal reason why people 
do not buy common stocks when 
they have the money to do so is 
simply ignorance.” 

To help offset some of this ig- 
norance, Mr. Smith related how 
his company “published a full- 
page newspaper advertisement of 
8,000 words under a _ headline, 
‘what everybody ought to know 
about this stock and bond busi- 
ness.’ 

“We had considerable mis- 
givings about such an ad,” he 
said, “but readership surveys 
showed that a surprising number 
of newspaper readers read the ad. 
These surveys were fortified by 
the fact that a single line, buried 
in the ad, offered reprints and, to 
date, we have had more than 200,- 


000 requests.” 


4 New YorkK—Three pages of fin- 
ancial advertising in the interna- 
tional air edition of the New York 
ions | | Times on June 1 carried formal 
notice to Europe, North Africa, the 
Middle East and Latin America 
e that $26,400,000 of the Cities Serv- 
5 ice Co.’s 3% debentures not due 
until 1977 have been called for 
redemption July 1. The ad ap- 
peared also in the regular editions 
" of the Times. 
ns The ad, according to the Times, 
- “marks the first time that the in- 
. formation display facilities of a 
special air-delivered international 
hewspaper have been hired in a 
Major way to bring to investors 
ies on both sides of the Atlantic a 
ef- formal message of’ special finan- 
on tial interest.” 
~ Decision to advertise the bond 
we tall in the international air edition 
-~ of the Times is said to have been 
me Made because the debentures are 
believed by the Cities Service Co. 
to be widely held both here and 
re | | abroad. 
n 
“ 8 For the present call, Guarantee 
n. Trust Co., as trustee, began draw- 
ing numbers by means of sorting 
machines on May 15. The complete 
list was sent on May 17 to Al- 
bert Frank-Guenther Law Inc., 
AS ities Service’s advertising agency, 


here a seven-man crew working 


‘N. Y. Times’ International Air Edition 
Carries Largest Ad on Recall of Bonds 


around the clock prepared lists 
for the printer. 

The Times international air-ed- 
ition, a news digest of 12 pages, is 
flown daily to 37 foreign nations, 
including 15 in Latin America and 
22 in Europe, North Africa and the 
Middle East. It goes to 211 Europ- 
ean cities. In addition, the State De- 
partment sends copies to embassies 
and consular offices throughout 
the world. 


NBC Gets Groucho Marx; 
Show May Be Simulcast 


DeSoto-Plymouth Dealers, De- 
troit, probably will simulcast 
Groucho Marx’s “You Bet Your 
Life” this fall over NBC. The Marx 
show currently is an AM-only at- 
traction on CBS. Batten, Barton, 
Durstine & Osborn is the agency. 

In the opening rounds of another 
talent war between NBC and CBS, 
Mr. Marx has been spirited away 
from Columbia, which took him 
away from ABC a year ago. NBC 
reportedly accomplished the suc- 
cessful raid using an eight-year 
$2,500,000 contract as bait. 


Ward & Ward to Weightman 


Ward & Ward, operator of a 
chain of men’s clothing stores in 
Philadelphia and nine other cities 
in Pennsylvania and New Jersey, 
has named Weightman Inc., Phila- 
delphia, as advertising and mer- 
chandising counsel. 


Last Minute News Flashes 


Tukey Named Vice-President of Ettinger Co. 


New YorK—Richard E. Tukey, for the past two years director of 
the Cigar Institute of America, has resigned to become vice-presi- 
dent of the Margaret Ettinger Co. of Hollywood and New York, pub- 
lic relations counsel, which plans to expand its operations and 
services. Mr. Tukey will have charge of the eastern office. He has 
been succeeded at the institute by Eugene L. Raymond, formerly 
associate director, who told AA that the institute’s board on June 
6 will decide on plans for the association’s fall advertising and prob- 
ably “will give more emphasis to advertising and less to publicity 
in the future.” 


ABC Loses Quaker’s ‘Yukon’ to Mutual 


Cuicaco—Quaker Oats Co., which has dropped “Challenge of the 
Yukon” over the ABC network as of June 9, will move the three times 
weekly serial to Mutual, beginning Sept. 11. The program will be heard 
in the 5:30-6 p.m. time slot vacated by Ralston’s “Tom Mix” pro- 
gram, on Monday, Wednesday and Friday. Sherman & Marquette is the 
agency. 


Harry W. Smith Inc. Appoints Gilruth Senior Editor 


New YorK—James A. Gilruth, advertising and sales promotion 
manager of the Gould Storage Battery Corp., Trenton, N. J., since 
1947, has resigned to become senior editor of Harry W. Smith Inc., 
technical publicity specialist. No successor to Gilruth has been ap- 
pointed by Gould, but “one is expected to be named within a week,” 
AA was told. 


Campbell-Ewald, FC&B Take Over Bond Drive 


New YorK—Young & Rubicam, which has handled the U. S. sav- 
ings bond campaign for the Advertising Council since 1941, is 
relinquishing the assignment. Two agencies have been named to 
take over segments of the account: Foote, Cone & Belding on maga- 
zine and newspaper copy, Campbell-Ewald Co. on graphics. The 
radio segment may go to a third agency. In 1949, advertising sup- 
port of the campaign was estimated at $44,000,000. 


Time Inc. Sets Up Development Subsidiary 


New YorK—William H. Webber, formerly chief of Time Inc.’s devel- 
opment unit, has been elected president of Printing Developments Inc., 
a Time subsidiary formed to develop commercial applications of new 
processes in the graphic arts and printing field. Among the first of 
the subsidiary’s functions will be the licensing of the electronic scanner 
and the Lithure offset plate process (AA, April 17). Offices are in the 
Time-Life Bldg. here. 


Arch Foster Moves from Lewin to Presbrey 

New York—Arch Foster, formerly a vice-president of A. W. Lewin 
Co., has joined Cecil & Presbrey as an account executive in the drug 
group. In prewar days he was a promotion manager for Conde Nast. 


Duane Jones Names Ludlum TV Director 


New YorkK—Stuart Ludlum, formerly of McCann-Erickson, has been 
named to the newly created post of TV director of Duane Jones Co. 


Belfie Heads Buick Sales; Other Late News 


e Buick Division of General Motors Corp., Flint, Mich., has ap- 
pointed A. H. Belfie, formerly assistant general sales manager, as 
sales manager, to succeed O. L. Wallter, who has resigned due to ill 
health. 


e John H. Haight, formerly with Benton & Bowles, has joined the 
media department of Ted Bates & Co., New York. 


@ Markem Machine Co., Keene, N. H., has picked O’Brien’ & Dorrance 
to handle advertising in business papers and by direct mail. The com- 
pany is a new advertiser. 


e Arny Chemical Corp., New York, has selected Al Lemelin, for the 
past 20 years an area sales manager for Standard Brands, as sales 
manager. 


e Addressing Machine & Equipment Co., New York, has appointed Ar- 
thur Musen, previously with A. W. Lewin Co., as advertising manager. 


e Gray & Rogers, Philadelphia, has added Charles W. Yeager, pre- 
viously with Abner J. Gelula & Associates, as associate media director. 


e Marguerite Leonardi, last with Duane Jones Co., has joined William 
von Zehle & Co., New York, as an account executive. 


e Ideal Publishing Corp., New York, has appointed Kimball, Menne 
Co., Los Angeles and San Francisco, as West Coast representative for 
the Ideal Women’s Group, effective with the September issues. 


e Mayor William O’Dwyer will start a semi-monthly 30-minute tele- 
cast over WPIX, New York, June 15 at 8 p.m. He will discuss munici- 
pal problems with cabinet members on the program which will origi- 
nate at city hall. 


e John B. Holmes, former media director for McCann-Erickson, Chi- 
cago, and Edward J. Hughes Jr., former account executive in Foote, 
Cone & Belding’s Chicago and Dayton offices, have joined the national 
sales staff of the Movie Advertising Bureau’s Chicago office. 


e Field work has been completed and publication of three reports 
of the Advertising Foundation’s Continuing Study of Business 
Papers will be made in late summer and early fall. They will cover 
American Builder, American Machinist and Chemical Engineering. 


‘Chatelaine’ Pages for ‘49 
Given Incorrectly 


In the April and May tabula- 
tions of advertising linage for 
Canadian magazines (AA, April 
17 and May 22), the 1949 cumu- 
lative page volume for Chatelaine 
was presented incorrectly. All 
other figures, including the linage 
figures, were accurate. 


Chatelaine carried 148.8 pages 


Through May, the 1949 figure was 
206.7 pages, rather than 186.8. 
Corresponding totals for this year 
are 137.9 pages Jan.-April, and 
193.9 pages for Jan.-May. 


Randall Names Matthews 


Clyde Matthews, former head of 
a New York model agency bear- 
ing his name, has been appointed 
an account executive of Dick Ran- 


of advertising through April, 1949,|dall Associates, New York public- 
rather than the 128.9 pages shown.! ity concern. 


Auto Dealers’ 
Rate Beef to Get 
NAEA Attention 


PHILADELPHIA—Efforts on the 
part of the National Automobile 
Dealers Association to have news- 
paper automobile display ad rate 
structures reclassified from na- 
tional to retail categories will 
probably come under close scru- 
tiny again by the Newspaper Ad- 
vertising Executives Association 
when the group meets in national 
op ey in New York June 25- 
28. 

George Steele, president of the 
group and advertising director of 
the Evening Bulletin here, pointed 
out, however, that this subject is 
not a new one for his group and 
for his newspaper. 

“This is a question that has been 
up in the past,” he said, adding 
that he knows of no concentrated 
action by auto dealers in the Phil- 
adelphia area in this direction. 


ws Mr. Steele cautioned, however, 
that the NAEA is not a policy- 
making organization and that it 
does not speak for the newspapers 
of America. In fact, he added, if 
his organization were to take con- 
certed action on setting up specific 
rate structures it would be illegal. 

He told ADVERTISING AGE he had 
no intention of calling a special 
meeting of his board of directors to 
discuss this subject. He felt it 
would probably come up as routine 
business at the New York conven- 
tion. 

Speaking as an individual and 
as advertising head of one of the 
nation’s largest evening newspa- 
pers, Mr. Steele pointed out that, 
in studying this question previous- 
ly, automobile dealers had been 
told that when they promote a na- 
tionally known car in a display 
ad they are actually promoting 
that name for all dealers of that 
particular make. 


a “They are not retailers in the 
sense of retailers who sell many 
different items,” he said. “They 
sell one big-name car and that is 
all.” 

He also pointed out that news- 
paper rate structurés are based on 
a certain amount of retail linage 
and a certain amount of national 
linage. If more and more national 
linage was converted into retail 
linage, before long it would be 
inevitable that retail rates would 
have to go up, he said. ’ 


Durkee Names Single Agency 


Meldrum & Fewsmith, Cleve- 
land, will handle all advertising 
for the Durkee Famous Foods divi- 
sion of the Glidden Co., Cleveland. 
The agency formerly handled all 
Durkee advertising except local 
ads for margarine and salad dres- 
sings placed by C. Wendel Muench 
& Co., Chicago, and Pacific Coast 
local advertising for margarine, 
placed by Emil Reinhardt Adver- 
tising Agency, Oakland. Meldrum 
& Fewsmith will open offices in 
both Chicago and San Francisco to 
service the Durkee account. 


ABC Resigns from NAB 


The American Broadcasting Co. 
and its o-and-o stations resigned 
from the National Association of 
Broadcasters last week. In its res- 
ignation notice, ABC said that the 
advisability of network member- 
ship in NAB has been subject to 
increasing question by ABC, CBS 
having submitted its resignation 
three weeks ago (AA, May 22). 
WOR, New York, has also resigned 
from the NAB. 


Names Everett-McKinney 
WPOR, ABC’s affiliate in Port- 

land, Me., has appointed Everett- 

McKinney as its national repre- 


sentative. 
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Drug and Cosmetic 
Buying Habits 
in St Paul 


Forty-five percent of the St. 
Paul housewives buy most of 
their cosmetics in department 
stores, according to the recently 
published St. Paul Dispatch- 
Pioneer Press “1950 Consumer 
Analysis of the St. Paul Market”. 
This preference for place of pur- 
chase is an outstanding example 


of how local buying habits affect 
the marketing of consumer 
goods, 


For a demonstration of the im- 
portance of measuring such local 
factors, let us look at the cos- 
metic buying habits in Philadel- 
phia.* Here only 17 percent of 
the families indicated that they 
bought most of their cosmetics 
in department stores—a complete 
reversal of buying habits in two 
representative U. S. cities. 
Percentage of Family Buying by 

Outlet 
St. Paul Philadelphia* 


Department 


Stores 45% 17% 
Chain Drug 

Stores 21 21 
Independent 

Drug Stores 19 48 
Grocery 

Stores 1 4 
Variety,5&10 6 8 


Despite the heavy preference 
for department store purchase of 
cosmetics by St. Paul families, 
the shopping habits for drug 
products are however reversed, 
though these two classifications 
are generally thought to be re- 
lated. Here is how drug and cos- 
metic buying habits compare in 
St. Paul: 


Percentage of Family Buying 
by Outlets in St. Paul 
Cosmetic Drug 


Department Stores 45% 9% 
Chain Drug Stores 21 930 
Independent 
Drug Stores 19 +61 
The drug and cosmetic buying 


study is just one of 150 pertinent 
questions answered by St. Paul 
families through the 1950 Con- 
sumer Analysis. For further in- 
formation write the General Ad- 
vertising Department, St. Paul 
Dispatch-Pioneer Press, St. Paul 
1, Minn., or contact our repre- 
sentatives, Ridder-Johns, Inc. 
with offices in New York, Chi- 
cago, Detroit and Minneapolis. 
*1949 Consumer Analysis of Philadelphia. 
(ADVERTISEMENT) 


How to Get Most Out of Media 
Dollar Told at AFA Symposium 


Detroit—A highlight of the Ad- 
vertising Federation of America 
meeting here last week was a ses- 
sion on “How to Get the Most 
from Your Advertising Dollar.” 

Held Wednesday morning, with 
Chester W. Ruth, advertising di- 
rector, Republic Steel Corp., pre- 


AFA Convention 


siding, the session featured five 
talks devoted to newspapers, maga- 
zines, radio, business papers and 
point of purchase. 

Highlights of the presentations: 


By J. 8. Stolzoff, Vice-President, 
Cramer-Krasselt Co., Milwaukee 
Speaking on Radio 


The biggest radio success stories 
are still to be written. They will 
be written by retailers and smaller 
regional and national advertisers 
using radio at the local level, and 
using it to sell goods, rather than 
for institutional purposes. 

The two largest local daytime 
radio users in the nation last year 
were two department stores: Schu- 
ster’s of Milwaukee, using up to 
36 hours per week of programs on 
five of the six local stations; and 
The Golden Rule, St. Paul, which 
used up to 22 hours per week. 

Both are continuing their sched- 
ules this year. The Golden Rule, 
using the “pick up your phone and 
ask for a free TV demonstration” 
technique, sold TV sets in large 
quantities at a total advertising 
cost of less than 5%. 


e Is it any wonder that depart- 
ment stores are investigating plans 
for setting up outside selling organ- 
izations to sell TV receivers and 
major appliances on a door-to- 
door basis? 

They will use radio as their pri- 
mary advertising medium. 

Prewar, many department stores 
had outside selling organizations, 
but they made little attempt to 
develop active leads through ad- 
vertising. Mostly, they did cold 
canvassing, and if they sold one 
$100 item a day at a 7% commis- 
sion, they earned a better than 
average salary. But today the 
economics of the situation have 
changed. One sale a day, even 
though the average price may have 
gone up 50%, is not enough to 
keep a salesman. 


@ So, by the end of 1950, you will 
see an increasing number of de- 
partment stores using radio time 
in large quantities, to secure leads 
for their outside selling crews. 
Tests which we have conducted 
show that the number of sales per 
man can be more than tripled if 
he follows “invitation leads” ra- 
ther than depending on cold can- 
vass calls. Every test that has been 
conducted by stores attempting to 
find what will do the best job of 
securing valid leads at low cost 
has shown radio to be the medium 
best designed for this job. ° 

And here’s an example outside 
the department store field: 

In three weeks a leading mid- 
western manufacturer will use his 
first commercial radio time. From 
12 to 15 of his key dealers, in De- 
troit, will be tied together in an 
all-out campaign designed to get 
potential customers to pick up the 
phone, call the individual dealer, 
and arrange for a demonstration 
in the customer’s home. The in- 
ducement is a premium, and a full 
50% of the budget goes into De- 
troit radio. 


@ The program comes out of a 
pilot test in Milwaukee, conducted 
on behalf of one dealer. He had 


to sell the product through other 
advertising media. The radio tes. 
campaign cost only $600, yet 
double the number of previous 
traceable sales were made. 

The pay-off on this kind of 
radio advertising comes within 20 
minutes of any given broadcast. 
There is no room to wonder 
whether radio is a good selling me- 
dium. Radio station operators, ad- 
vertisers and agencies who have 
gotten into the field of using radio 
as a direct selling force, producing 
immediate leads or immediate sales, 
feel that radio generally—but most 
certainly daytime radio—can and 
will move ahead during the next 
five years, in volume, in sales re- 
sults and in number of advertisers. 


By Harley H. Noyes, Vice-President 
Oneida Ltd. 
Speaking on Magazines 


Oneida believes enthusiastically 
in advertising, particularly in 
magazine advertising, which ac- 
counts for 98% of its expenditures 
in the last 48 years. 

Its officers and directors have 
on occasion taken salary cuts to 
maintain or increase advertising. 
In 1933, after suffering a $1,000,- 
000 loss in 1932, Oneida increased 
its ad appropriation and made a 
$500,000 profit! It has shown a 
profit in every year since. 

Magazines are favored by Onei- 
da because its advertising requires 
clear, lifelike, true-to-detail re- 
production of silverware designs, 
and because magazines present a 
wide choice for reaching a higher 
percentage of Oneida’s potential 
customers—college girls, career 
girls and brides. 


a There are 10 points to the Onei- 
da advertising formula: 

1. Our advertising is a valuable 
permanent investment. We feel a 
campaign such as “Back Home for 
Keeps” was as much a capital in- 
vestment—as much a tangible in- 
vestment—as a wing on our fac- 
tory. 

2. We make up our minds slow- 
ly—and are slow to change. We 
consider every campaign—and 
every magazine—with one ques- 
tion in mind: “Is it good enough 
to stick with?” Since the middle 
of the war, we haven’t had a cam- 
paign that hasn’t held to its theme 
for at least two years. We haven’t 
added a magazine to our list since 
1940 that isn’t on the list today. 


a 3. We do not compromise with 
quality, regardless of cost in art, 
plate-work or copy preparation. 

4. We believe in full pages, bleed 
pages, color pages. 

In the past eight years, we have 
run only full-page ads, and in the 
last five years, only bleed pages. 
In 1949, 60% of our pages were 
four-color bleed. 

5. We stay out of a book until 
we can afford continuity and depth. 

To make an impression on a 
magazine’s market, we feel we 
need a minimum of six pages in 
monthlies and 13 pages in week- 
lies. 


a 6. Top artists—big display of 
brand name—short copy. 

We believe big art pays off— 
big, smiling faces; big, romantic 
faces, always with top quality art- 
ists, always with a big display of 
the brand name, always with short 
copy. We are great believers in 
making frequent impressions on 
girls who casually leaf through a 
magazine—page turners. We have 
used one artist (Jon Whitcomb) 
since 1943. 

7. Women on our plans board. 

We have women on our plans 


board and constantly poll a junior 


previously spent $3,000 attemptingcouncil of 200 girls in our age 


bracket. Women—and only women 
—know how much romance to 
mix with selling. 

8. Our basic appeal is to our 
basic market—youth. 

We believe in getting them 
while they’re young and appealing 
to the romantic side of their na- 
ture. With girls in the younger 
age bracket, romance ...kissing... 
holding hands and all that stuff, 
hasn’t gone out-of style. 


= 9. Get good position. 

In keeping with our romantic 
copy, we are quite fond of right- 
hand position following editorial 
content. We are enraptured with 
the third cover, violently in love 
with the second cover, and en- 
thusiastically propose marriage to 
the fourth cover. 

10. Spend more money. 

We believe in spending money— 
and frequently a little more than 
it seems we should. For seven 
straight years I have asked our 
directors for more advertising 
money than the year before—and 
for seven years I have got it; so 
that $100,000 in 1942 grew to 
$900,000 in 1949, for Gommunity 
alone. 


By Harold S. Barnes, Director 
Bureau of Advertising, ANPA 
Speaking on Newspapers 

All too often, media selection 
has been a compound of tradition, 
habit and fashion—liberally sprin- 
kled with statistics to rationalize 
what was basically an emotional 
decision. 

What a wonderful thing it would 
be if we all concentrated our 
brains and our money on discover- 
ing the potentialities and limita- 
tions of each medium. If we learn- 
ed how to use each of them most 
effectively. 

Basically, it is a simple proce- 
dure to get more mileage from 
your newspaper dallar. It consists 
of three steps: 

1. Determining the marketing 
job that has to be done, 

2. Deciding what medium (or 
combination of media) will do 
that job best. 

3. Then if the situation calls for 
newspapers, determining how they 
can best be used. 


s Marketing and media are—or 
should be—Siamese twins. For ex- 
ample, the total volume of anti- 
freeze products sold in Michigan 
is 57 times as great as that sold in 
California. Yet one manufacturer 
—and a successful one—spent two 
and one half times as much on ad- 
vertising in California as he did in 
Michigan. Either he was over- 
advertising in California or under- 
advertising in Michigan. 

This is not an exceptional ex- 
ample. Four years of intensive 
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study of consumption of all kingg 
of commodities have convinced jj 
that the product whose consump. 
tion follows population is a very 
rare animal indeed. ; 

In other words, “All business 
is local.” So, long before a many. 
facturer begins studying how t 
use newspapers (or any other me. 
dium) most effectively—before he 
can be sure which medium to use 
—he should know the relative 
sales opportunity for his product 
in every section of the country, 
Then—and only then—do medig 
come into the picture. 


s Bear in mind that newspapers | 


can provide virtually 100% coy. 
erage of any given market, and 
that they are the action medium, 
They move goods at retail. That's 
why 65¢ out of every retail ad- 
vertising dollar goes into newspa- 
pers. 

Aside from those situations in 
which different treatment is called 
for in various places, such as (1) 
sales peaking up heavily in a few 
regions; (2) sales varying sharply 
by city size; (3) you have a 
seasonal product; and (4) your 
advertising needs vary in differ- 
ent parts of the country; there are 
two other ways in which it is 
possible to get more value from 
your newspaper dollar. 


ws The first applies to a large 
number of products regardless of 
their individual marketing pic- 
ture. In many product classifica- 
tions, 
brands that rank equally high in 
the consumer’s estimation, Con- 
sequently, it’s common practice 
to hop from one brand to another. 

If your product falls in this 
either/or category, here’s one way 
in which you can get bigger value 
for your advertising dollar. 

You have two major advertis- 
ing tasks: To convince the con- 
sumer of the quality of your prod- 
uct, and to persuade the consumer 
to buy your brand in preference to 
your competitor’s. 

One means of overcoming iner- 
tia—of breaking down ‘habit—is 
frequency. Instead of one 500- 
line ad once a week, maybe a 
100-line ad five times a week 
would sell more cases per dollar. 


es Manufacturer after manufac- 
turer uses newspapers to intro- 
duce a new product. Then when 
he has national distribution—or 
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what passes for it—he switches to 
national media. If a medium can 
successiully gain users for an un- 
known product, wouldn’t it seem 
logical that it could hold users for 
an established product? 
Admittedly it is more trouble 
to send mats out to and check 
tear sheets from 400 newspapers 
than from six or eight magazines 
or to broadcast over a single net- 
work. But Congress has not yet 
repealed the law of compensation. 
There are certain very decided 
advantages in using 400 newspa- 
pers. Because’ no one of those pa- 
pers covers a very large area, you 
can custom tailor your coverage 
to fit any conceivable marketing 
pattern. You don’t have to use 
a coverage pattern that somebody 
else has laid out. You are your 
own circulation manager. You can 
blast the daylights out of one mar- 
ket and ignore the one next to it. 


by W. E. Sawyer, Director of Edu- 
cation 
Johnson & Johnson 
Speaking on Point of Purchase 


I believe the six basic prin- 


ples for selling the way cus- 
omers like to be sold, which we 
liscovered in a six-month study 
# drug sales people and their 


1. Make the customer feel wel- 
ome. 

Does the retail sales person make 
he customer feel welcome? This 
3 the first principle of any sales 
elationship. 

2. Treat customers as eye minded 
uyers. 

Perhaps half the purchases in 
rug and grocery stores are made 
n impulse. Medical science hasn’t 
et located the impulse battery 
h human beings but certainly that 
mpulse battery, like a camera, 
s set off by what the lens of the 
ye absorbs. With today’s kind 
¢ customers, displays are the 
onnecting link between their 
roblems and their purchases. 


1 If our displays are pretested un- 
er all possible store conditions, 
ith actual sales results deter- 
ining the form of the final unit, 
e help ourselves by helping the 
tailer treat his customers as eye- 
inded buyers. 

Last year on this basis, J&J sold, 
y quoting pretest results-in a 
2-page easel presentation, over 
10,000 permanent floor fixtures at 


_ THERE’S CONCENTRATED 


BUYING POWER IN 
INSTON-SALEM 
© LOOK AT THE EVIDENCE — 


q 

1949 a 
Number of 

Electric Meters 


42,311 


Since 1940 An Increase 


| 
2 


$89 apiece. We think we made 
history in the drug trade. But 
that’s not selling—that’s help in 
training the retail sales person 
how to make displays sell. And it’s 
getting more out of your adver- 
tising dollar at the point of pur- 
chase. We have actual sales com- 
parisons showing sales up as much 
as 200%. 


a 3. Treat customers as brand 
conscious buyers. 

For faster turnover and better 
return on his own advertising, the 
retailer should remember that 
his customers are brand conscious 
buyers when allotting display 
space. In return, manufacturers 
whose products have such demand 
must extend greater effort in cre- 
ating, pretesting and presenting 
the “why” of our displays for 
more effective use by the retailer. 

Ordinarily, it’s suicide to make 
a drug counter unit larger than 
12” wide. But on Jan. 1 we an- 
nounced a first aid counter unit 
36” wide. Because of our prod- 
ucts’ consumer acceptance, over 
13,000 were purchased by 25% 
of the drug outlets in three 
months. 


a 4. Ask questions to reveal the 
whole story. 

We in the drug business know 
that the same person who talks 
an arm off an acquaintance about 
her pains and aches will clam up 
at the counter and merely say: 
“Red Cross adhesive tape, please.” 
You can’t render the customer full 
service without his full story, and 
the best way to get it is to ask 
for it. Displays can do it in many 
cases. 

5. Give customers product in- 
formation about the product. 

Today’s customers will not ex- 
ercise the patience to learn how 
to use a product correctly. So 
let’s make our displays remind the 
customer and the sales person of 
the benefits and proper use of our 
product. 

6. Help customers save money. 

This obviously means using our 
displays to suggest to customers 
and sales people the money saved 
by larger package purchases. 


By Bernard Dolan, Sales Manager, 
Peter A. Frasse & Co. 
Speaking on Business Papers 


1949 gross national income of 
about $221.5 billion was split about 
equally between manufacturers 
selling to the consumer and man- 
ufacturers selling to other busi- 
nesses. Yet, while over $3 billion 


*|was spent in newspapers, radio 


and magazines to advertise to the 
consumer market, only $222.5 mil- 
lion, or 6.9% of the total, was in- 
vested in business papers. 

Only one advertising dollar was 
spent for every $448 of potential 


_| business market, as against $1 for 
ijevery $36.50 of potential personal 


market. So my first point is that 


_|we view our business paper ad- 


vertising from the size of the mar- 
ket we address, not from the 
amount of money spent on it. 
One certain way in which we 
can get more for our advertising 
dollar in business papers and all 
advertising media, is to apply the 
best brains available in all our 


| | advertising. To really pay off, bus- 
.|iness paper advertising demands 


an honest measure of the adver- 
tiser’s time and supervision, as 
well as the best creative talent. 


a A second suggestion is that you 
engage in more research on your 
business paper advertising, again 
in proportion to your business 
market. It is just as important to 
know the buying motivation sur- 
rounding the sale of a concrete 
mixer as it is to know the buying 
impulse that moves a_ kitchen 
mixer. If it’s important te know 
why a woman decides to consider 
the purchase of your toaster, it is 
equally important to know what 


will make the retailer really sell 
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WHEN YOU MUST—Pullman Co. is using 
fractional page ads to carry hard-selling 
copy directed at the nation’s travelers. 
Young & Rubicam, Chicago, is the agency. 


that toaster. 

As a corollary to this research 
suggestion, I propose that we in- 
quire and look for some evidence 
of the effectiveness of our busi- 
ness paper advertising. 

My final suggestion is that we 
give our business paper advertis- 
ing some concrete, man-size jobs 
to accomplish. 


# An examination of today’s bus- 
iness paper advertising will re- 
veal any number of campaigns 
that are just “luke warm.” They 
aren’t hitting the ball out of the 
infield, when they should be 
crashing homers. 

Probably one of the sorriest 
spectacles in the American mar- 
keting scene is the average retail 
so-called “sales clerk.” The be- 
wildering point is that in the face 
of such crying need for sales ed- 
ucation, in the face of such tre- 
mendous opportunity to have our 
retail stores manned by a genera- 
tion of salesmen instead of clerks 
we continue to see examples of 
business paper advertising in 
which all the clerks are told is 
that the product they are expected 
to sell is backed by national adver- 
tising, 

I submit that we will never get 
more out of our business paper 
advertising than the effort, en- 
ergy and creativeness we apply in 
using it. 


HOWARD S. HADDEN 

New YorK—Howard Stevens 
Hadden, 78, retired chairman of 
the board of Dorland Inc., died 
May 30 after a long illness. 

Born in Brooklyn, he was grad- 
uated from Columbia University’s 
School of Mines and shortly after- 
ward became interested in finan- 
cial advertising. He organized his 
own financial advertising agency, 
the Hadden Co., and in 1925 
bought out the interest of Walter 
Edge, former governor of New 
Jersey, in the Dorland agency, of 
which he became president. 

In 1930 Mr. Hadden retired from 
active business, becoming chair- 
man of the board. His son, H. 
Douglas Hadden, succeeded his 
father as president of the agency, 
but following the war left the 
agency field. H. S. Hadden re- 
mained as chairman of the board 
until last year when he resigned 
and was succeeded by Walter S 
Maas. 


HARRY S. BRUTTON 
CIncINNATI—Harry S. Brutton, 

58, who organized the public rela- 

tions activities of Procter & Gam- 


ble Co. in 1931, died May 31. 


Smaller Space Ads 
for Pullman Pack 
More Selling Punch 


Cuicaco—Pullman Co. has ini- 
tiated a special fractional page 
magazine campaign to attract trav- 
elers to Pullman travel. 

Key to the promotion is the idea 
that train travel is safe. One-col- 
umn ads in the Ladies’ Home Jour- 
nal and Woman’s Home Compan- 
ion, for example, hint broadly at 
safety with the headline, “You 
sleep too when he goes Pullman. 
Ask him to go Pullman.” 

The fractional pages, designed 
to supplement the current full- 
page campaign, contain much more 
direct “sell” than the company’s 
ads formerly carried. Main reason 
for the shift, of course, is the inten- 
sified competition from the air- 
lines. 


@ During the peak vacation sea- 
sons, the supplementary ads fea- 
ture eye-catching pictures of va- 
cationers and the theme, “For a 
carefree vacation—go Pullman.” 

And during the winter months, 
the ads carry photos of snow-cov- 
ered landscape, and the sug- 
gestion that a trip can be care- 
free—and safe—via Pullman. The 
“carefree” advertisements run in 
Collier’s, Holiday, Life, Look and 
The Saturday Evening Post. 

Business magazine copy, in Bus- 
iness Week, Newsweek, Time and 
U. S. News & World Report, em- 
phasizes convenience, comfort, de- 
pendability and safety of train 
travel. 

Typical paragraph reads: “When 
you must be in a definite place 
at a definite time—go Pullman. 
Arrive refreshed and on time in 
the heart of town convenient to 
everything. Keep your mind free 
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to attend to the business that needs 
all your attention.” 

Young & Rubicam, Chicago, han- 
dles the account. 


H. B. HAUSER SR. 

New YorkK—Herbert B. Hauser 
Sr., 58, for the past 13 years a re- 
search statistician with Lennen & 
Mitchell, died May 28 of a heart 
ailment. 


RUFUS WOODS 

WENATCHEE, WaSH.—Rufus Woods, 
72, publisher of the Wenatchee 
World since its founding in 1907 
and one of the Northwest’s most 
prominent publishers, died May 29 
at Toronto, Canada. He was on a 
trip with his wife and son, Wil- 
fred, studying public power, a sub- 
ject with which he had been close- 
ly identified for more than a gen- 
eration. 

A native of Nebraska, Mr. Woods 
came West early in life and be- 
came editor of the Wenatchee Re- 
public in 1904 and of the Wenat- 
chee Advance in 1905. He left the 
Advance to found the World. 


J. ALBERT McCOLLUM 

St. Louts—J. Albert McCollum, 
67, president of McCollum Adver- 
tising Inc. here, died May 28 of a 
cerebral hemorrhage at DePaul 
Hospital. 


JOSEPH T. LAIRD 

PorT-AU-Peck, N. J.—Joseph T. 
Laird III, 47, vice-president and 
director of sales of Laird & Co., 
distiller, died at his home here 
May 31 of a heart attack. 


431 S. Dearborn St., Chicago 5. Mine 
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Linage Leadership 
LINAGE CARRIED FOR THE YEAR 1949 


*FOOD & GROCERY | CROP MACHINERY] COMMERCIAL 

STORE ITEMS AND TRACTORS DISPLAY 
THE DAKOTA FARMER 130,375 98,367 520,067 
CounTRY GENTLEMAN 93,365 62,337 790,121 
FARM JOURNAL 64,840 35,573 445,785 
SuccessFUL FARMING 59,108 42,378 480,193 
THE FARMER 57,723 89,128 515,564 
WALLACES’ FARMER 47,057 97,214 582,575 
NEBRASKA FARMER 45,988 76,033 513,481 
CAPPER’s FARMER 38,494 49,687 379,258 


souRCcE: Farm Publication Advertising Reports, December, 1949 
*A. Food Ingredients; B. Canned & Packaged Foods; C. Food 


Beverages; D. Miscellaneous Food Products; 


E. Soaps & Cleansers. 


just COMP 


Income, 
DA KOTA Production. 


teresting survey compiled from U 
information. 


Also included in the survey is an ac- 
curate appraisal of the Hy reg Se the 
alley 


development of Missouri River 
as it will affect DAKOTA. 


For FREE copy write to: 


J. P. Maloney, Advertising Manager 
1019 N. W. Bank Building 
Minneapolis, Minn. 


LETED! 4” accurate survey Of 
Crop and Livestock 


Before you plan your advertising pro- 
m, write for your FREE copy oe 


1949 
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How many of these career women do you know? 


Did you recognize (1. to r.; top to bottom) the famous Motion Picture Execu- 
tive Anita Colby, famed Author and Radio Commentator Mary Margaret 
McBride, Author Fannie Hurst, Designer Elsa Schiaparelli, noted Newspaper 
and Radio Reporter Louella Parsons? 


Or did you recognize only the anonymous private secretary among these 
illustrious women? 


If so, it’s rather curious. For you’ve seen and heard about the other five 
women in magazines, newspapers, on the air—even in newsreels! 


But you've met Tillie the Toiler only in the Comics! 


Is there any more graphic way of demonstrating the tremendous editorial 
impact of PUCK, the only national comic weekly? Doesn’t it show how 
PUCK’s all-star cast of characters has woven itself into America’s life... Jiggs, 
who “sold” corned beef and cabbage; Popeye, who made spinach a top 
favorite; Dagwood, who helped the U. S. Atomic Energy Commission explain 
nuclear energy? 


Do you wonder that such hard-headed firms as Procter & Gamble Co, 
Philip Morris & Co., Ltd., The Quaker Oats Co., Seven-Up Co., and many 
others spend millions of advertising dollars in PUCK, The Comic Weekly? 


Educators speak of comics as “a social force” that constantly helps shape 
our manners, morals, and thinking. Shrewd business men speak of the comics 
as a tremendous “sales force”! 


PUCK, The Comic Weekly, distributed with 15 great Sunday newspapers, 
from coast to coast (and its two advertising affiliates), reaches more than 
18,000,000 adults (and their youngsters) in 7400 communities where 83% 
of all retail sales are made. 


Year after year readership reports show PUCK delivering 3 to 5 times 
more thorough readers of advertising per dollar than top weekly magazines. 
If yours is one of the 2 out of 3 companies that showed less profit last year, 
you are bound to have a keen interest in the unique booklet: era. More 
Out of The Dollar!” 


THE COMIC WEEKLY 


The Only NATIONAL Comic Weekly — A Hearst Publication 
63 Vesey St., N. Y., Hearst Bldg., Chicago, 406 Hearst Bidg., San Francisco 
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